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A Page on Plant Operation and Unit Cooler Design | 


N.A.P.R.E. Discusses Plant Efficiencies, 
Air Conditioning, and Solid CO-2 


By John T. Schaefer 
CHICAGO—Many facts and experiences of interest to operating 
engineers of commercial and industrial refrigerating plants were 
brought out by speakers at the twenty-third annual convention of 
the National Association of Practical Refrigerating Engineers, held 


at the Hotel Sherman here, Nov. 


1 to 5. Attention of the delegates 


was focused largely upon two questions upon which they wanted 


more information; 
ating efficiency of plants be increased, 
what about new developments such as 
solid COv and air conditioning? 

James S. Spalding, Memphis ,Tenn., 
president of the association called the 
convention to order at 10 o’clock Tues- 
day morning with a welcome to all dele- 
gates, followed by official reports of 
officers and committees. 

Technical sessions proper started that | 
afternoon with H. G. Venemann, Lafay- 
ette, Ind., conducting the first of the 
daily “Question Box” discussions. This 
was followed by H. C. Guild, A. M. Byers 
Co., Pittsburgh, who treated “Condenser 
Failures” particularly from his stand- 


point as a designer of condensers for | 


large refrigerating machines. 


F. R. Zumbro on Solid COe 


F. R. Zumbro, Frick Co., Waynesboro, 
Pa., attracted considerable interest with 
a description of equipment which his 
company has designed to manufacture 
solid COg, and by telling where that re- 
frigerating medium is being used. R. S. 
Fielder, Cherry-Burrell Corp., Chicago, 
gave the last paper of Tuesday's pro- 
gram on “Dairy Refrigeration” telling 
about new equipment for that branch of 
the industry. 

C. T. Baker, 
lanta, presided over 
ing’s “Question Box,” followed by W. E. 
Zieber, research engineer of the York 
Ice Machinery Corp., York, Pa., who 
talked on “Some Important Points for 
the Refrigeration and Ice Plant Oper- 
ator.” 

Mr. Zieber’s talk was replete with 
fundamental data on performance and 
standards, and revealed considerable re- 
search information from the York | 
laboratories. 


consulting engineer, At- 
Wednesday morn- 


In determining the tons of refrigera- | 


tion required to handle several loads, 
Mr. Zieber urged the estimator to con- 
sider each heat load separately because 
the heat required to freeze a ton of ice 
cream, or congeal a ton of lard, 
the same as that for 


is not 
making a ton of | 


how can the oper-©—————— _ 


ice on account of the fact that their 
latent and specific heats differ. 

With respect to care and operation 
|of plants, Mr. Zieber made the follow- 
|ing interesting points: 


Small Machines for Off-Peak Loads 


| Off-peak loads can be handled more 
| economically by using a smaller machine 
instead of the large one needed for peak 
operation. 

In one plant that had 1,400 tons of 
|compressor capacity, more actual work 
| was done with 800 tons of machinery by 
| simply designing evaporating systems 
|to prevent the liquid refrigerant from 
| getting into the compressor. This same 
|plant had as high as $30,000 a year re- 
pairs on the original compressors, due 
to this liquid condition. 

In another plant where the operators 
never cut the load below two 300-ton 
machines, they were able to operate at 
night with an ordinary 50-ton machine— 
by the proper design of evaporators and 
by preventing liquid from getting into 
the cylinders. , 


Brine Strength Important 


In operating a brine tank, the brine 

must be strong enough to prevent freez- 
ing ice on the coils. Ice formations will 
reduce the heat transfer vaiue just the 
| same as ice on room coils. 
| When a plant is operated with a low 
|charge of refrigerant, it is often the 
| operator's fault, Mr. Zieber declared. 
“He should guard this refrigerant by 
careful periodical inspection of all pip- 
ing and the water and brine used in 
the system to be sure it is not lost.” 

Nessler’s re-agent, available at drug 
stores, shows a yellow brown color when 
poate of ammonia are present in 
lsodium brine. If saturated with am- 
monia the sodium brine will throw down 
| a brown precipitate. 
| Strainers in all parts of a refriger- 
|}ating system should be cleaned periodic- 
ally. 

Oils which properly lubricate the com- 
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pressors will congeal at some of the 
extremely low temperature conditions 
so that extra precautions must be taken 
to remove any accumulation. This is 
accomplished by making special provi- 
sion for applying heat to these low- 
temperature evaporators, he pointed out. 

“If a plant is charged with a refriger- 
ant that mixes with oil and oil cannot 
return to the crankcase, each evaporator 
must be connected to a still or purifier 
so that the oil can be separated from 
the refrigerant and returned to the 
crankcase by hand. If this is not done 
the evaporator will eventually become 
oil bound,” Zieber warned. 

The temperature of gas discharged 
from a compressor, whether too high or 
low, indicates the condition of that com- 
pressor. 


Low Gas Discharge Temperature 


When the gas discharge temperature 
is low it is an indication that liquid is 
entering the cylinders. 

A compressor of a constant speed will 
produce more refrigerating tonnage at 
a high suction pressure than a low one. 

If a compressor with 700,000 cu. in. per 
minute displacement is operated at a 
suction pressure that required 10,000 cu. 
in. per minute per ton of refrigeration, 
it will produce 70 tons. If this machine 
operates at a suction pressure that re- 
quires 5,000 cu. in. per minute per ton 
of refrigeration, it will produce 140 tons. 

Increasing suction pressure one pound 
gauge reduces the power consumption 
approximately one kilowatt hour per ton 
of ice refrigeration per day. 

Increasing suction pressure one pound 
gauge increases machine capacity ap- 
proximately 3 per cent. 


Clean Water in Spray Towers 


Change water frequently in cooling 
tower or spray ponds, Mr. Zieber urged. 
If trouble with serious growth or corro- 
sion of condensing system, water treat- 
ment helps; or the condition should be 
referred to competent chemical com- 
panies for remedy. 

For all practical purposes 30 gallons 
degrees are equivalent to one ton of 
refrigeration. COzg runs a little higher. 
This means that one gallon of water per 
minute per ton refrigeration will come 
off of a condenser 30° F. higher than it 
went on. Five gallons of water per 
minute per ton refrigeration will come 
off of a condenser 6° F. higher than it 
went on. 

It does not pay to use unlimited 
amounts of cooling water because the 
cost of pumping it will exceed gain in 
compressor horsepower by reduction of 
condensing pressure. Four to five gal- 
lons per minute per ton refrigeration 
are the practical limits. 


Synchronous Motor Economical 


economical drive is the 
Zieber averred. 


“The most 
synchronous motor,” Mr. 
The power companies give favorable 
rates to a plant using a synchronous 
motor, providing it maintains the proper 
power factor throughout the day. 

Turning to the subject of air condi- 
tioning, he showed that in the air-condi- 
tioning system air is the conveyor of 
heat and moisture. “Instead of having 
brine or ammonia absorbing the heat it 
is a certain number of pounds of air. 
Dry air has a specific heat of about 
23 which means one pound of dry air 
raised 1° F. absorbs .23 B.t.u. 

“Air washer strainers and nozzles 
must be kept clean so there is a fine 
spray which is the refrigerating contact 
between the air and washer coils,” he 
said 

“It is practically 
tain high relative 


impossible to main- 
humidity 
is used in the sprays 
hygroscopic properties of 


these solutions,” he explained. 
“Dry coil air units operating at low 
temperatures require frequent defrost 


ing,”’ he reported in conclusion 


Sloan on Booster Compressors 


Harry Sloan, Vilter Mfg. Co., Milwau- 
kee, spoke next on “Conditions Favor- 
ing the Use of Booster Compressors.” 
Mr. Sloan explained that where several 
refrigerated rooms are carried by one 
compressor, and one room must be kept 
at a lower temperature, it is often eco- 
nomical to install a booster or two- 
stage compressor 

The booster compressor is operated at 
a suction pressure corresponding to the 
temperature of the coldest room, and 
discharges gas through an inter-cooler 
to the main compressor. 

Efficiency is improved by virtue of the | 
fact that the main compressor can be 
operated at higher suction pressures 
than that corresponding 
ture of the coldest room He also 
showed that inter-cooling of the gas | 
permits adiabatic expansion in the main 
compressor, with resulting power sav- 
ings 


For Low-Temperature Work 


It is advantageously used in ice cream 
hardening systems, quick-freezing, and 


other low-temperature applications, he 
stated. 
The remainder of his talk was de- 


voted to a description of Vilter’s new 


rotary compressor which has been de-| 


signed for booster service 


Last on the morning’s program was 


R. H. Smith, Westerlin & Campbell Co., | 


when ¢Cal- | 


to the tempera- | 


Chicago, who read his $200 prize-winning 
paper in the N.A.P.R.E. convention 
paper contest. It was entitled “Common 
Sense” and stressed the importance to 
operating engineers of using sound busi- 
ness judgment in their work. 

Common sense is more essential to a 
man’s rise to the position of chief engi- 
neer than a deep knowledge of engineer- 
ing theory, he declared. 


H. T. Holbrook of San Francisco pre- 
sided over Thursday’s “Question Box,” 
showing graphically how the tempera- 
ture of an open beaker of ammonia will 
go well below its normal boiling point of 
-28° F. since there is no enclosing means 
over the liquid to establish saturation 
at its surface. 

M. G. Harbula, consulting engineer, 
Glen Ellyn, Ill., next discussed comfort 
cooling. He first pointed out that air 
conditioning for human comfort is not 
as new as most people think. The New 
York Stock Exchange, for instance, was 
air cooled in 1902, while the Congress 
Hotel’s dining room was cooled in 1904. 
His paper was chiefly a general report 
of air-conditioning progress this year. 


Discussion of Unit Coolers 


Presenting a paper on “Unit Coolers” 
prepared by George B. Bright, Detroit, 
R. C. Doremus, chief engineer of the 
George B. Bright Co., showed that re- 
frigeration experience in the design of 
evaporators has been utilized in the de- 
velopment of modern unit coolers. 

He traced design from plain pipe coils 
through the development of forced air 
circulation, brine sprays, and finned coils. 

“In any problem of air cooling, unless 
sprays are used in the process, the out- 
side of the pipe is dry and hence has a 
low ‘K’ value, whereas the inside is more 
or less wetted with a correspondingly 
higher ‘K’ value. Hence, the outside sur- 
face condition controls the overall heat 
transfer of the pipe and this capacity 
may be very low, especially if the pipe 
is heavily frosted. 

“For this basic reason, finned pipe is 
the result of a recent effort to extend 
the outside surface and make the heat 
transmission rates more nearly equal,” 
he said. 


Flexible Arrangement 


Unit coolers are ostensibly intended 
for flexible arrangement in cooling air 
for various purposes where the tonnage 
capacities are relatively small. 

This eliminates the necessity and cost 
of a considerable amount of bulky duct- 
work inasmuch as the refrigerant is con- 
ducted in smaller pipes to the points 
where refrigeration is desired, which 
may be and most always is quite re- 
motely separated from the machine room 
where the major equipment is located. 

The following materials are being 
used for heat transfer surfaces: 

1. Steel pipe. 

2. Steel tubing and steel fins. 

3. Steel tubing and copper fins. 

4. Copper tubing and copper fins. 

5. Copper tubing and brass fins. 

6. Aluminum tubing. 

7. Aluminum tubing and aluminum 

The evaporator or heat transfer sur- 
face is usually of welded or brazed con- 


struction with a minimum of ga 
or threaded connections. After f ri, 
tion, the surface is protected fro: go. 
rosion by hot dip galvanizing, h © 4, 
tinning, cadmium plating, etc., « cori. 
ing to the choice of the manufa ‘ure, 
and his metals. 1 

In the pipe units, the surf: e ;, 
usually made up of closely nested an}, 
of pipe coils made of %-in. and °,.jy 
pipe in horizontal arrangements. the 
finned pipe and finned tube units, ‘hogs 
used for volatile refrigerants a: 4). 
ranged with vertical tubes termir ating 
in lower and upper headers for | iquj; 
and vapor, as already indicated, in orde, 
to obtain good flooded operation apn, 
vapor separation. In those using pring 
or water, some are made with the f nneq 
tubes horizontal and some vertica 

“In an air temperature of 35° F ani 
above, no trouble is found from fros: 
the only deposit being water condense; 
on surfaces below the dew point,” \; 
Doremus explained. 


Defrosting Unit Coolers 


“In lower air temperatures, the coc 
ing surfaces gradually become fouled } 
an accumulation of frost and ice, | 
seems as if a very slight accumulatio; 
has no apparent depreciating effect oy 
the heat transfer rate inasmuch as +] 
frost temperature is practically that of 
the cooling surface and the occlusion 
builds up, the capacity is rapidly de 
creased and it becomes necessary 
periodically to defrost the unit in 4a) 
types, except the brine spray units 
where the surfaees are continually de. 
frosted. This task is done manually in 
some and automatically in others. Ip 
those using volatile refrigerants, the 
following methods are used: 

1. Closing suction valve while keeping 
full blast on. 

2. Partially throttling suction valve | 
give melting temperature while keeping 
full blast on. 

3. Using hot discharge vapor with n 
blast on. 

4. Using warm liquid refrigerant by- 
passed en route to other units with n 
blast on.” 


Unit Cooler Applications 


Applications of unit coolers are quite 
numerous, of which some of the prin- 
cipal uses are: 


Comfort Cooling 

Offices, shops, show rooms, department 
stores, candy stores, banks, meeting 
rooms, tea rooms, dining rooms, bal! 
rooms, theaters, and mortuary chapels 


Process Cooling 

Candy manufacturing, chewing gum 
manufacturing, chemical manufacturing 
pharmaceutical manufacturing, milk 
products manufacturing, ice cream 
packaging, sausage manufacturing, ham 
and bacon packaging, egg candling, film 
and kodak manufacturing, banana ripen: 
ing, and tomato ripening. 


Storage 

Meats, fish, poultry, eggs, lard, butter 
milk, cheese, fruit, vegetables, cream 
candy, confectionery, ice cream, furs 
nuts, beer, and other beverages. 
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IMTS VALUED AT 
4 500,000 SOLD 
NG. E. CONTEST 


16 Distributors Attain 
More Than 100% 
Of Quota 


CLUVELAND—Approximately $4,500,- 
) v orth of General Electric refrigera- 
‘ors vere sold and delivered during the 
ne-week Monitor Top Electric Cam- 
General Electric sales contest 
ust onded, according to M. F. Mahony, 
ger of the merchandising division 


f the G. E. refrigeration department. 
The campaign, the second of its kind 


ld by the department, was fashioned 
one the lines of the national election 
contest and ran coincidentally to the 
iigns of President Hoover and 
ient-elect Roosevelt. The president 
of “Refrigerania” and his cabinet were 
announced in the Nov. 16 issue of ELEc- 
ric REFRIGERATION News. 

Distributors who attained more than 
} er cent of quota in the campaign 
were’ Ahrens Refrigeration Co., Okla- 


homa City and Tulsa, Okla; N. K. 
Oval Inc., Harrisburg, Pa.; Sterling- 
Thompson, Inc., Louisville; Frank W. | 


Concluded on Page 2, Column 4) 


| 47 SALESMEN WIN 
$25 PRIZES 


,ALTIMORE Forty-seven General 
ric retail salesmen from as many 
butorships were awarded a $25 
by the Commercial Credit Co. of 
ity, for having the best sales rec- 
from Oct. 17 to Oct. 3 

award was offered by the Com- 
il Credit Co. in cooperation with 
ie “Monitor Top Electric Campaign,” 
FE. sales contest, and was payable to 


mecluded on Page 2, Column 2) 


140 SALES IN 2 DAYS 


NEW YORK CITY-—-Members of the 
ret salesmen’s force of Rex Cole, Inc., 

butor of General Electric refrig- 

‘s in Metropolitan New York, made 
140 direct sales and deliveries of do- 
me models the last two days of the 
Monitor Top Election Campaign. 
According to Paul Hichborn, manager 
f retail sales for the distributor, this 
sa record that has never been equalled. 
Hichborn’s retailers put all their energy 
1 these last two days in an effort to 
place him in the governor’s chair. He 
gin, by L. H. Jenks, Jr., manager of the 
mmercial department. 


$50,000 In Cash To Be 
Civen G. E. Salesmen 


Cl EVELAND—Approximately $50,000 
I h will be paid to General Electric 
erator salesmen in the form of 
tmas bonuses before the last of 
Dec. mber, according to M. F. Mahony, 
ger of the merchandising division 
ie General Electric refrigeration 
tment 
offer is made in conjunction with 
['wo-Star Christmas sales plan 
in itself, makes available to sales- 
idditional earnings of substantial 
nts, says Mahony. 


\ ayflower Distributor 
To Sell Temprites 


[CTROIT—Temprite water and bev- 
coolers have just been approved 
e Trupar Mfg. Co., Dayton, and 
by Mayflower commercial 
butors, according to D. H. Dolison, 
manager of Liquid Cooler Corp., 


oe sold 


ite manufacturer Commercial 
butors of Kelvinator Corp., Baker 
Machine Co., Servel, Inc., Trupar 


Co.,and Starr Co. are now handling 
emprite line, Mr. Dolison 


Duly Elected Director 
('\f Advertising Group 


Walter J 


state 


LANTIC CITY, N. J. 
2», advertising manager, refrigera- 
Electric Co., 
elected one of the board of direc- 
Sr of the Association of National Ad- 


ve: sers at its recent convention here. 


nnet Chapple, vice president, Amer- 


‘a Rolling Mill Co., Middletown, Ohio, 
oy elected one of the vice presidents 


ie association. 


Philadelphia Utility 
Wins Display 
Contest 


DAYTON—W. Gilbert Brown, super- 
visor of the bureau of exhibits and dis- 
plays of the Philadelphia Electric Co., 
was the winner of the $100 first prize 
in a window display contest sponsored 
by Frigidaire Corp. from Sept. 15 to 
Oct. 15 for public utilities merchandis- 
ing its products, according to A. D. 
Farrell, manager of Frigidaire’s window 
display department. 

Contest requirements were that a 
household Frigidaire must appear in the 
window trim and that at least one piece 
of standard factory display material be 
utilized in designing the window. 

Mr. Brown took the phrase ‘Dont’ 
Gamble with Your Health” as the theme 
of his window, using a poker hand, a 
roulette wheel, and a pair of cocked dice 
against a background of black velour 
as attention getters. Changing lights in 
three colors were used as illumination. 

Store traffic was unusually heavy dur- 
ing the week this window was in use, 


| to members 


lefeated, however, by a scant mar- | 


and there was a marked increase in the 
number of household models actually 
sold, according to utility officials. 
“Without a single exception all the 
windows entered in the contest were 
unusually good and it was really a very 
difficult matter to decide the eight prize 
winners,” states A. D. Farrell. “It was 
only after we set up a complete scoring 


(Concluded on Page 2, Column 5) 


FRIGIDAIRE SENDS OUT 


FINAL UTILITY PIECE 


DAYTON The final individualized 
sales promotion prospectus to be de- 
veloped by Frigidaire Corp. for its pub- 


lic utility outlets for 1932 was mailed 
last week, according to J. J. Nance, 


manager, sales planning division. It is 
a complete Christmas utility campaign, 
called “Frigidaire’s Christmas Silver 
Digging Contest.” 

Several years ago Frigidaire inaugu- 
rated an individualized sales promotion 
service for its various utility sales out- 
lets, and each year has shown a sub- 
stantial increase in the number of com- 
panies taking advantage of it. During 
1932, the usage of this special service 
by power companies showed an increase 
of more than 100 per cent, over the pre- 
ceding year, according to Mr. Nance 

The booklet which gives details of the 
“Silver Digging Contest” opens with a 
suggested letter from a utility executive 
of his sales organization, 
telling them of prizes and bonuses to 
be awarded before Christmas Day, and 
reasons why the holiday season is a 
good time to sell electric refrigerators. 

The suggested campaign features a 
special offer to salesmen and a special 
offer to employes. Details of the contest 
are outlined, with blanks in which the 
power company inserts the amounts of 
the prizes, bonuses, etc 

“The campaign is so well outlined that 
all the power company official needs to 


do is to reach a decision upon various 
matters and policies as they apply to 
his own organization and the whole 


sales program is then ready to be an- 
nounced,” says Nance. 


Toppers’ C lub M eeting 
Changed to Feb. 20-26 


CLEVELAN D—tTentative changes 
have been made by the General Electric 
refrigeration department in plans for 
entertaining members of the Toppers’ 
Club at Lake Placid early in 1933. M 
F. Mahony, manager of the merchandis- 
that the 


ing division, has announced 
date for the trip will be Feb. 20-26 in- 
stead of Jan. 21-26 


Who Wouldn’t Grin? !! 


| ware 
/1919 it expanded further by purchasing 


as ads 


Re 


E. D. Kruse, winner of first prize in Frigidaire’s recent contest, is shown 
in his new Cadillac with Lowell McCutcheon, manager, Frigidaire Sales 
Corp., Chicago, right, and R. G. Tiffany, Cadillac representative. 


Majestic, Copeland, Kelvinator and — 
Universal Appoint Distributors 


CHICAGO—Twelve new distributors 
have been appointed by Grigsby-Grunow 
Co., manufacturer of Majestic refriger- 
ators and radios, according to John F. 
Ditzell, general sales manager of the re- 
frigeration division. The appointments 
are as follows 


W. B. Davis Electric Supply Co., 
Memphis, Tenn.; Electric Lamp and 
Supply Co., St. Louis; John Pritzlaff 


Hardware Co., Milwaukee; Imperial Val- 
ley Hardware Co., El Centro, Calif.; 
Carpenter & Ross, Phoenix, Ariz.; Amer- 
ican Furniture Co., El Paso, Tex. 
State Radio Co., Indianapolis; Thor 
Pacific Co., Los Angeles; Otis Hidden 
Co., Louisville; Southwest Appliance Co., 


San Antonio, Tex.; Star Electric and 
Engraving Co., Houston, Tex.; and 
Hemenway, Inc., Alexandria, La. 

BOSTON The Bigelow-Dowse Co 


has been appointed wholesale distribu- 
tor for Copeland products in the eastern 
New England territory, according to W 
D. McElhinny, vice president in charge 
of Copeland sales. 


Established in 1839, the Bigelow- 
Dowse Co. has been in the wholesale 
hardware business for more than 90 


years. 

In 1917 it bought the Dana Hardware 
Co., one of the oldest wholesale hard- 
distributors in New England. In 


the Chapman & Brooks Co. of Spring- 
field, Mass., which has been maintained 
as the Springfield branch of the Bige- 


low-Dowse Co. since that time 
The most recent acquisition occurred 
in 1929, at which time the Bigelow 


Dowse Co. purchased the Boston branch 


of the Simmon’s Hardware Co. of St 
Louis; and at that time it moved into 
its present up-to-date headquarters in a 
seven-story concrete building of fire- 
proof construction 

Officers of the corporation are I. S 
Dillingham, president and _ treasurer; 
J. F. Miller, vice president; and L. A 


Paine, assistant treasurer 

W. H. Lyon, Copeland factory repr 
sentative in the New England territory 
is cooperating with J. M. Kennedy, sale 
manager of the Bigelow-Dowse Co., in 
the promotion of an sive selling 
campaign on the part of the 40 traveling 


agegres 


representatives of the Bigelow-Dowse 
Co. 

Mr. McElhinny was a visitor to Boston 
last week where he attended a 


conference held by the new distributor. 


sales 


KELVINATOR 


ERIE, Pa. Briggs-Hagenlocher Co 
here has been appointed Kelvinator dis- 
tributor for Erie, Crawford, Warren, and 
Vinango counties in Pennsylvania. 

This appointment was 
with a dealer meeting held recently at 
Sunset Inn, Erie, at which J. F. Crossin, 
Kelvinator district manager, outlined 


the company’s sales and advertising 
program for 1933 
J. J. O'Neil, new business manager of 


tefrigeration Discount Corp., explained 


the ReDisCo finance system H. E 
Markland, Kelvinator special represen- 
tative, gave a sales talk 


Ernest Hagenlocher presided at thi 
meeting, and he and Emory Seib, sales 
manager, also addressed the dealers. 


UNIVERSAL COOLER 


PHILADELPHIA~— The Mack Machine 


Co. of this city has been appointed dis- 


tributor for Universal Cooler Corp. com- 
mercial refrigerating equipment for the 
territory embracing eastern Pennsyl- 
vania and southern New Jersey, Univer- 


sal Cooler Corp. executives have an 
nounced 

The Mack Machine Co. has an or 
ganization that covers every phase of 
the commercial refrigeration business, 
and members of the personnel are 


engineers 
chloride 


known as “temperature” 

In addition to the methyl 
commercial units manufactured by Uni 
versal Cooler Corp., this firm handles 
Frick ammonia and carbon dioxide com- 
pre low temperature (Zeroviz) di 
play and storage cases for ice cream and 
quick-frozen food, manufactured by the 
Grand Rapids Cabinet Co.; and Glacifer 
system “Kold Kans” and ory 
equipment 

J. J. O'Donnell has been appointed 
ales manager of a separate department 
set up to devote to 


Concluded 


ssors, 


acce 


exclusive attention 


on Page 2, Column 1) 


Jim Nance, Frigidaire Sales Planning Director, Tells Why 
Refrigeration Sales Have Continued To Rise 


DAYTON—While manufacturers in 
other lines of industry have been at a 
loss to account for the manner in which 
sales of electric refrigerators have held 


up during a period when sales of other 
commodities have shown a steady 
cline, the reason is no secret to any one 
with only a slight knowledge of the re 
frigeration business, according to J. J 
Nance, manager of Frigidaire’s 
planning division 

“The refrigeration industry has been 
successful in selling the public on the 
fact that an electric refrigerator pays 
for itself,” states Nance. “It received a 
great deal of help from the national ad- 
vertising done by the refrigeration bu- 
reau of the N.E.L.A. on this subject, and 
in addition the various manufacturers 
have used this argument most success- 
fully in developing business 

“As a result, prospects who need and 


de 


want an electric 


refrigerator have been 
much easier to close, because they were 
convinced that an investment of thi 


nature would be a profitable one. As a 


natural result the electric refrigeration 
industry has had a decided advantage 
over other industries in the campaign 
for the customer’s dollar.” 

Despite lower costs of all kinds of 
food Frigidaire salesmen continue to 
use the savings argument in closing 
sales, says Nance. Users of this com- 


pany’s household models report an aver- 


age savings of $7.70 a month through 
purchasing foods in larger quantities 


and at bargain prices, it was disclosed 
in a recent survey made by newspapers 
in 19 cities, representing all parts of the 
country. 


submitted questionnaires covering all 
items of canned goods, fresh fruit 

meats, and vegetables to chain and in 
dependent grocers to get first-hand in 
formation on the effect lower retail 
prices have had upon the Frigidaire 
salesman’s story of economy and sav 


ings, which has been used with excellent 
results in the past 

“As a matter of fact the savings 
economy story is now stronger than ever 
before,” says Nance. “While savings do 
not show up high in actual dollars 
and cents as they did in 1930 when there 


and 


sO 


were higher food costs and when an 
average of $9.96 monthly savings was 
reported by users, the purchaser can 


now buy more with $7.70 than could pre- 
viously be obtained for $9.96 


During August and September, at the “At the time of the first survey our 
request of the company’s home eco- lowest priced household model sold in- 
nomics department, these newspapers (Concluded on Page 2, Column 1) 
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PRICES REDUCED 
ON ALL MODELS 
BY WESTINGHOUSE 


Cuts in Installed Prices 
Range from $35 
To $110 


MANSFIELD, Ohio— Price reductions 
ranging from $35 to as high as $110 on 
the larger-sized refrigerators, effective 
Nov. 15, have been made on Westing- 
house domestic refrigerators, according 
to R. C. Cosgrove, manager, refrigera- 
tion division, Westinghouse Electric & 
Mfg. Co. Base price is now $119, in- 
stalled, in zone 1. 

Westinghouse has divided the United 
States into three selling zones. Zone 
1 is made up of the north central and 
eastern states, including Maine, New 
Hampshire, Vermont, Massachusetts, 
Rhode Island, Connecticut, New York, 
Pennsylvania, New Jersey, Delaware, 
Maryland, Virginia, West Virginia, 
Michigan, Ohio, Indiana, Kentucky, Wis- 
consin, Illinois, Minnesota, Iowa, Mis- 
souri, Nebraska, and Kansas. 


Zone 2 is made up of the southern 
states as far west as New Mexico, in- 


| cluding North Carolina, Tennessee, Ark- 
| ansas, 


Oklahoma, South Carolina, 
Georgia, Florida, Alabama, Mississippi, 
Louisiana, and Texas 

The western states, New Mexico, Colo- 
rado, Wyoming, Montana, North and 
South Dakota, Idaho, Utah, Arizona. 
Nevada, Washington, Oregon, and Cali- 
fornia compose zone 3. 


New retail installed prices in the 
three zones for the various models are 
|}as follows: 
Model Zone 1 Zone 2 Zone 3 
WL-30 $119 $121 $124 
AL 30) 121 123 126 
AL-45 129 131 134 
AP-45 149 151 154 
AL-60 184 187 191 
|} AP-60 209 212 16 
AL 73 194 198 204 
AP-73 eat 228 234 
AP-90 369 374 381 
AP-130 149 156 165 
AP-200 589 597 607 


20 G. E. DISTRIBUTORS 
USE KITCHEN COACHES 


CLEVELAND~ Names of distributors 
having General Electric Kitchen coaches 
in actual use have been announced by 
A. A. Uhalt, manager of the divi 
sion of General Electric Co.’s refrigera 
tion department 

Rex Cole, Inc., New York City 
the list with three kitchen sales coaches 
in use, while the Ochiltree Electric Co.. 
Pittsburgh distributor, has two coaches 

Others who have these rolling kit 
chens include: Philip H. Harrison & Co 


dealer 


heads 


Newark; N. K. Ovalle, Ine.. Harrisburg, 
Pa.; Edmundson Refrigerating Corp 
Houston, Tex.; Geo. Belsey, Ltd.. Los 
Angeles; L. H. Bennett Co., Ltd.. San 
Francisco; W. D. Alexander Co., Atlanta 
James & Co., St. Loui Clark Adam 
Ine Atlantic City N. J Gentsch 
Thompson, Inec., Boston; Hoosier Elec 
tric Refrigerator Corp., Indianapoli Ss 


Concluded Column 


Page 


Dealer Conducts Radio 
Essay Contest 


on 


ZANESVILLE, Ohio— F. Wilkins 
Son Frigidaire dealer here 1 
casting a weekly series of eigt i\ 
over the local radio station WALR 
Each playlet based upon rta 
adjective descriptive of the F: 
and listeners-in who pick 
tive for each playle ind id 
end in a 200-word «¢ ! V 
Prefer Frigidaire to Ar Othe 
erator will qualif 
which a refrigerator will be given away 
Adjective innounced as t basis of 
the playlets include: convenient, dura 
ble, advanced prac il f f il 
healthful delightful ind liet In 
iddition to the rar priz there will 
be additional credit award W h ma 
be applied to the purchase fan ele 
tric refrigerator 


Frick Licensed to Make 
Udell Liquid Cooler 


Pa ion 
have ith L. N. Udell by 
which Frick Co. becoms the exclusive 


WAYNESBORO 


been completed w 


licensee for the Udell Ziz-zag Liquid 
Cooler for use in refrigerating system 
The Frick instant ice water cooler 
which is in use in dairy plants, bottling 
works, and drinking water system 
built under this patent. Liquid cooler 
of the same desigr ire also built by 


Frick for chilling brine and other liquids 


\ 
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FRIGIDAIRE OF FICIAL General Electric Retail Men Hear Winter Plans PHILADELPHIA UTI: Ty 
LISTS FOOD SAVINGS WINS DISPLAY P I7p 


(Concluded from Page 1, Colu 
system that the judges were 
reach satisfactory conclusions.” 

The second prize of $75 wen’ to 5 
M. Cowan, Consumers Power Co PF). 
Mich., for a well designed and e 
mechanical display, based upon t 
of “Super-power.” In this wind: 
tons were shown travelling up an doy, 
in two large cylinders, thus fe: uri; 
the idea of “two cylinders inst .q 


(Concluded from Page 1, Column 4) 


stalled for around $175. Now such a} 
model sells for only $112, plus freight. 
Consequently the housewife’s savings 
through a Frigidaire at the present time 
will pay for it in much quicker time—in 
fact will meet the monthly payments as 
they fall due.” 

Savings to be made by canned goods 
in large sizes were particularly striking. 
By comparing the cost per ounce of the 


smallest size can with that of the largest one.” ; 
size can, it was found that savings |__Third prize of $50 went to 1] Ei 
through buying the largest size range | Hewey, Illinois Power and Lig Cc 
from 47.5 per cent on spinach to 3 per | Galesburg, Ill., for an interesting se 9 | 
cent on chile con carne. Other savings | back ground lights to silhouette a ous, 

hold model, with one side devote +, | 


in this group are: pineapple, 49.5 per 
cent; peaches, 36 per cent; asparagus, 32 
per cent; hominy, 22.3 per cent; evapo- 
rated milk, 25 per cent; peas, 20.6 per 
cent; kraut, 19.6 per cent; corn, 14.6 per 
cent; and tomatoes, 6.7 per cent. 
Specials on fresh fruits and vegetables, 
it was found, net Frigidaire housewives | 
the following savings: Grapefruit, 32.1 
per cent; leaf lettuce, 30.8 per cent; head | 
lettuce, 23.2 per cent; spinach, 22.8 per | 


demonstration of a new type of © bine: 
construction, and the other to a fl sh o, 
“super-power.” 

Other prizes of $10 in cash wer, 
awarded to: H. Vinton Potter, | lack 
stone Valley Gas & Electric Co., Pay 
tucket, R. I., fourth; Paul Gra» narg 
Ohio Edison Electric Shop, Young: ‘ow 
Ohio, fifth; Sanford R. Wilson, F orig 
Power & Light Co., Miami, Fla xt} Ei 
J. A. Aspey, Buffalo General Electr « ¢ 


re prada celery, 15.5 per cent; and grapes, 3uffalo, seventh. 
i vga found that the Sa ae| i 4 ‘ ‘ p : : : Mrs. M. M. Sullivan, Ohio Publi Sen 
dela leap lige carers nee gg Retail managers of General Electric refrigerator distributors recently held a regional conference in Cleve- ice Co., Port Clinton, Ohio, rhtt 
; who can take advantage of meat spe-| 1 : ERs « Those who received honorable m: 
cials saves 13.9 per cent on pork chops; | and. In the above picture, they are, left to right: hesiesg: : = <i 
12 per cent on veal steak; 9.3 per cent | First row: Louis Miller, Thompson-Sterling Co., Louisville; A. H. Brown, Lexington, Ky.; M. F. Mahony, tre hight Oe. at ae te - c 
on beef shoulder; and 8.7 per cent on leg | manager, merchandising division; Fred Harvey, Eastern representative; M. J. Dorcas, C. B. and B. M. Raborn, Anderson, Minnesota amines & ‘igh 
woe eee eae oe ee Ahrens Refrigerator Co., Oklahoma City. Co., Duluth, Minn.; G. A. Engles, Ass 
Prigidaire’s sp et cient Bing “Baving | Second row: Syd Caswell, Caswell, Inc., Detroit; A. L. Scaife, merchandising division; Paul Hichborn, ‘Rex pie ae — E ee tater 
Money,” which is used for both demon- | Cole, Inc., New York City; C. C. Bellows and C. P. Logan, Gould-Farmer Co., Syracuse, N. Y.; John Eccle- ponnecneed Ses Co. Pg gy a 


stration purposes and give-away litera- stone, Frank W. Wolf, Inc., Buffalo; H. P. Batram, Thompson-Sterling, Inc., Louisville. 


re pe ee Oe Third row: G. Thompson, Bard-Barger, Inc., Columbus, Ohio; A. V. Bice, Bard-Barger, Inc., Cincinnati; WESTINGHOUSE SPONSORS 


ducted were Seattle, Spokane, Wash. R. F. Davy, Cushman Refrigeration Co., Cleveland; W. L. Burton, James & Co., St. Louis; P. E. Phillipson, 
Los Angeles, Tucson, Ariz., Denver, Caswell, Inc., Detroit; R. T. Carrithers, H. G. Bogart Co., Toledo; J. B. Noyes, W. N. Hogan, Inc., Wheeling. COURSE IN DISTRIBUTION 


Minneapolis, Des Moines, Iowa, Omaha, Fourth row: J. E. Morton, Ochiltree Electric Co., Pittsburgh; Paul Lewis, Jr., Hoosier Refrigeration, 
Chicago, Detroit, Syracuse, N. Y., Port- Indianapolis; John Convery, Judson C. Burns, Philadelphia; H. W. Gifford, R. Cooper Jr., Chicago; Jean DeJen, - aes 
land, Me., New York City, Roanoke, Va., -chandising division: O. M. Wasser and X. § Met litan Moti Pict Cl land EAST PITTSBURGH, Pa.—Re 
Atlanta, St. Petersburg, Fla., Savannah, eee silanes pwapauess , ‘ — ane : utton, ns epee an m0 oe Ictures, evenand. , ing the importance of an ad 
Ga., Memphis, Tenn., and New Orleans Fifth row: Otto Steufer, General Electric Supply Corp., Minneapolis; Thomas Powers, P. H. Harrison Co., knowledge of sales methods a1 
Newark; A. A. Uhalt, manager, dealer division; N. E. Fields, Hines Co., Baltimore; Ben Allen, Atlantic district problems involved in the distribut 
HOTPOINT RANGE USED IN representative; R. C. Cameron, merchandising division; Ray Baker, vice president, Maxon, Inc., Cleveland; Fred agg te 5 e's me 
a a : re 1OUuse MIECtTric w J ee O IS COO] 
Bollmeyer, Maxon, Inc., Cleveland. , a ing with the University of Pittsbu 
HARTFORD COOKING SCHOOL Sixth row: D. E. Anderson, E. H. Schaeffer & Co.,Milwaukee; Palmer Stearns, National Electrical Supply conducting a graduate course i 
, Co., Washington, D. C.; O. A. Jensen, Breckenridge, Inc., Springfield, Mass.; John Lyman, Modern Home neering distribution of capital p1 
HARTFORD, Conn.A Hotpoint elec- Utilities, Waterbury, Conn.; Ray Conklin, Edison G. E. Appliance Co., Inc., Chicago; A. B. Gates, Canadian PP denne g Shag nce tek gad 
tric range given by Modern Home Util General Electric Co.; M. D. Grow, merchandising division; H. H. Smith, Willis Co., Akron, Ohio. ager of the Westinghouse indust: 
. . > : K x . a x ETS SS st &f0US Sul 
ities, ine., General Electric refrigerator Last row: W. J. Daily; E. H. Norling, assistant to Daily; R. C. Shaw, sales promotion division; H. R. Bruhn, partment, will take up problem 
and range distributor in Connecticut, sales promotion division; Paul Dow, central district representative; Harry Brown, Canadian General Electric sale and distribution of engi! 


was the major prize awarded at the s ‘ anhi —_ 
a. ; I Co.; W. H. Crawford, Commercial Credit Co equipment and machinery; a 
four-day cooking school conducted by | jthe industrial market; method 


the Hartford Courant newspaper, i ployed in the economic distribut 


m the} | . eo, @ ' 
nel Soe S00" CREDIT (0. REWARDS| Activities To Help G, E. CAMPAIGN NETS "02°" = 


_ > Ts y "ae , oY . P 
Mrs. P. J. Vaughn was winner of the Organization and supervision of 


7 ; ° + | 
range, according to L. L. Stacy, adver- Distributors Are force, sales methods, specificatior 
tising and sales promotion manager of bs . ’ ) posals, sales presentation, and 
| 


the distributorship. More than 12,000 Planned sales aids; problems involved in 


women attended the school, there being . ' REE ~ Sieend 

get ng | (Concluded from Page 1, Column 1) ing, packing, transporting, ins 

4,000 present the last day, when a novel | , servicing, supplying repair part 
. Peery 7 >a. E. refriger: ~|the man who qualified in each distribu- ‘ - ? <5 . ; ; 

de rapecteonge rt pe the = E. refrigerator | torship Fotlowine a Meee: ae i CHICAGO—New activities designed to meeting foreign needs. 

and range was staged. . ee 5 Ss < s ale err atr : — “@ > > Yr fA ° - 1 

Prior to the cooking demonstration | Winners and their distributors an the retail dit tributor to be ba sg Fifty per cent more than co 

: the last day of the chool Modern Home Alford Floyd, Ahrens Refrigeration Co., @ffective and constructive factor in the accommodated applied for admis 

Ut lit ; . arr 1 - q] | Oklahoma City; W. A. Brand, W. D. Alex merchandising of electrical appliances the class. Since 1927 the Univers 

: “es % f atnegy val Meaenge ander Co., Atlanta; D. E. Tatem, Bard & | Will be inaugurated by the electrical Pittsburgh and the Westinghous¢ 

presentation of these two appliances, 1 | Barger, Inc., Columbus, Ohio; C. E. Ander- | merchandising joint committee of the tric & Mfg. Co. have offered c 


(Concluded from Page 1, Column 1 
Wolf, Inc., Buffalo; R. Cooper Jr., Inc., 
Chicago; Valley Electrical Supply Co., 
Fresno, Calif.; E. O. Cone, El Paso, 
Tex. 

Pendergraph-Brown, Inc., Nashville, 
Tenn.; R. S. Montgomery, Inc., Rich- 


. . cen : cae Be ee ae - rs ns mond, fa.: A. Jayne Merri: : : 
front of the first drop Bs a ae d|son, George T. Bauder, San Diego, ( alif National Electric Light Association and Sch oe . wd - by ayne Merriam, Inc., tive engineering education throu 
a7 eA > > cs ¢ ; y os Thite yeorge selse ‘) os y P : —y ~ 2eNcis ocnenectady, IN. ° “S 
page opened jumbo a , and re be . A Ay ~ ’ : t ree € as : _L An-|the National Retail Dry Goods Associa- L. W. Dri ll. Charlotte N.C: A.G university graduate school 
. se is r S nd ¢ geles; J. 2} *hillips, L 3enne Si 3 4 ‘ ‘iscoll, arlotte, N. C.; A. : ‘ 
from these books ribbon: in red anc xe ni ip L. H. ennett, San | tion. according to D. F. Kelly, chairman : wae ovte Bs eg This program has been given by 
blue to the salient features of the refrig- | Francisco; Frank Deeley, Breckenridge, In¢ ij he distrit Riddick, Inc., New Orleans; S. C. Gris-| neers of Westinghouse research 
1 Meche site 7a ania ‘ . os . P FOV y > str " . on ~ on 2eTs 2S £ Se researcn a! 
erator and range which stood nearby. | 5Pringfleld, Ma: Phillip N. Logan, J. ¢ In addition to providing the distribu-|wojqd, Dallas, Tex.. Gentsch-Thompson, |... itetiae 4 reacted afb 
For instance. a ribbon was drawn | 2U'Ds. Philadelphia tors with a merchandising manual, the |tne. ‘Boston: Caswell, Inc., Detroit: and | 2&8" @'visions, and the university 1 
‘ stance, : as i Fred * . ona} : / Je members, and included courses i! 


ps : Cc. Clinton, Caswell, Inc Detroit > i > is Ig > gr analvsis of + > 
from the words Monitor Top in the Phillip D. Weiner, Rex Cole, Inc., New York ponents Te ree ~— og ae D. F. Hines, Baltimore 
, , oa : Bei ap S ¥ é ac *‘r-dealer lations d 1e . P « } 
Hook %% the refrigerator’s Monitor Top, | city: J. Harry Oranee, BO. Cana Bi Paso (ee ee : A number of special sales helps de- 
; : 3 ’ ‘ hope of improving trade relations among 


ete. During the presentation Gordon W. | Tex k J. Lubin, R. Cooper Jr Im é veloped to augment the campaign vehi- 
4 : : . manufacturers, wholesalers, and retail ) han } , ] 
sein Stearns, organist of the Immanuel Con-| Chicag : ’ , : cle, and which played important roles in 
- . TY . ad 


trical and mechanical engineerin: 


” vregational Church of Hartford, gave an| ©. L. Munson, Cushman Co., Cleveland; | €?s, and at the same time of making for helping distributors attain 100 per cen 
organ recital Crawford Beck, L. W Driscoll, Inc., Char- | & More efficient and economic distribu- were the Monitor Bank. the user-pros- ELECTRIC KIT H A HFS 
Demonstrators at the cooking school hig hs a ., _ w ba er. s © sige ee, | 1208 pect plan, direct mail, and the General C EN CO () Ls 
were Mrs. Emily Lautz, and Miss | yy Harrison a ie aaa om a _ A committee, composed of Lew Hahn Electric Kitchen coach . 
Dorothy Schooler E. B. Blondell, Hines C¢ Baltimore; J chairman; Harry F. Cappel, R. J. A President-elect A. H. Ahrens and his Concluded from Page 1, Colun 
B. Noyes, W. N. Hogan, Inc., Wheeling, w. | *inson, and J. F. Owens, is working | cabinet will be inducted into office when C. Griswold, Inc., Dallas 
Va.; C. N. DeVaney, Hoosier Electric Refrig with the executive secretary, Dr. Ken- formal inauguration ceremonies are held Electric Supply Co Wa: 
FRIGIDAIRE OFFICIALS HOLD «02 corp. tndianapotis: O'S" Bonesho, neth Dameron, in the development of about Feb. 15 at the seventh annual con- E. H. Schaefer Corp. Mil 
James & C St. Lou these plans, which came as a result of a! yention of General Electric refrizeratot? rian pl idee == 
CONFERENCE IN ST L IS L. F. Linzey, A. Wayne Merriam, Inc., recent meeting of the Electrical Mer- distributor Cc | Inc., lelphi 
. . OU moron ty, i Asie ge osm Pret chandising . it Committee here P. B. Zimmerman, man r of the G. Co ( 
W. W. Shawer R. S. M g mery ly At th ing Mr. Cappel, past presi- i. refrigeration department, and who is Cy R 
ST. LOUIS—W. O. Waldsmith, presi- | Richmond, \ Herb Lewis, O'Bannon B lent of the National Retail Furniture hief justice” of inia,” will ator Co., Oklahoma City; Pende1 
el Del-Home Light C listributor | Little Rock, Ark Association, presented a review of mer-| preside. At that time Arthur S. Dunning, | Brown, Inc., Nashville, Tenn 
e f | e. was ] Frigid W Attick, N. K. Ovalle, Harrisburg, | Chandi problems incident to the dis- pre lent of A. S Inc., di In addition to this list five G 
iire official 1 recent two-day confer P L. E Murt haw, Perry-Browne, Ir tribution of electrical appliances tributor of I relinquish Electric distributors have ref: 
ence of revio! . ( ge i, 5S. ©. B. Malin, A. H. Thomy J. F. Owens, president of the Okla- the title of “president igerania” sales coaches. These include: A 
= Ww Nee: ce pri ae ehavoe e! ( Pn “ pe ; A . — ; homa Gas & Electric Co., discussed the which he won a year ago. No member Merriam, Inc., Schenectady, N. Y 
f ale outline plan it tl confer } The Willis Ci npeesee merchandising situation in the state of of Dunning’s “cabinet” retained office well, In« Detroit: Bard-Bar 
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ELECTRIC REFRIGERATION NEWS, NOVEMBER 23, 1932 


A price announcement of 


RAL 


to refrigerator dealers 


The market is so flooded with Jow priced 
refrigerators today that the appearance 
of another refrigerator of this type is of 
little significance. Westinghouse is not 
building such a refrigerator... but is mak- 
ing a price announcement of the most 
vital importance. 

Effective November 15th, all standard 
Westinghouse Dual-automatic Refrigera- 
tors are offered at prices that challenge 
the low price field. Quality refrigerators, 
all of them! Absolutely no cheapening in 
design or construction! The same 4.3 cubic 
foot models that sold for $195.00 last Spring 

.now offered as low as $129.09 retail 
installed price, freight and tax paid! 

Now! Compare Westinghouse prices with 
any other high quality refrigerators. 
Remember too, that“Westinghouse”means 
hermetically-sealed units, dual-automatic 


control, all-steel cabinets...and a 4 Year 


Service Plan backed by a mighty name. 

Now for the first time a first-quality 
refrigerator is offered at popular prices. 
And to give dealers the full opportunity to 
increase profits with increased sales, West- 
inghouse has made substantial increases 
in dealer discounts. 

Back of these significant adjustments in 
prices and discounts, Westinghouse has 
planned an even greater sales promotion, 
merchandising and advertising program 
for 1933. 

We invite every alert merchandiser who 
wants to make more money in 1933 to 
write, wire or telephone for complete de- 
tails about the Westinghouse Refrigerator 
Franchise. By no means commit yourself 
to any program for 1933 until you have 
these details. Address... Westinghouse 
Electric & Manufacturing Company, Re- 
frigeration Franchise Div., Mansfield, Ohio. 
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_ ELECTRIC REFRIGERATION NEWS, _NOVEMBER- 


23, 1932 


LITTLE STORIES OF INTERESTING 
| PEOPLE 
IN THE REFRIGERATION INDUSTRY 


LITTLE 


THE EXPANSION VALVE . 


STORIES OF INTERESTIN 


IDEAS 


THE REFRIGERATION INDUSTR 


Walter John Daily, 
A Picture 


Conjure a mental 
trim, square-built figure with a compact 
head set hard upon military shoulders. 


Add well-groomed, dark hair lacquered | 
of quick eyes which | 


into place, a pair 
dart rapidly and yet are capable of in- 
tent and searching penetration, and a 
marble jaw which might break the fist 
of a Dempsey. 

Toss in, for good measure, fast move- 
ments, an erect posture, and an aggres- 
sive bearing. And you have 
picture of Walter Daily. 

Best way to get a glimpse of his mind 
is to sit opposite him at a desk. 

If you done that, no flimsy 
words of our choosing could convey to 
you the alacrity and alertness, the 
mountain-goat nimbleness, of his think- 
ing equipment. 

If you 


haven't 


have fenced and 

(verbally) with Walter, you'll 
without our telling you that his 
is sharp, keen, tast, crisp, incisive, 
restless. 


sparred 
know 
mind 
and 


So much for the 
do people see who 
only aS a name, or as an 
stage some distance from the 

First, he is advertising and sales pro- 
motion director of the General Electric 
refrigeration department. 
his name is rapidly becoming 
best known in the advertising 


close-up. Now what 
know Walter Daily 


balcony? 


Second, 
one of the 
fraternity. 

Third, he is 
thority on the 
direct mail. 

Fourth, his 
considerable 
ture He is 


rated as a leading au- 
practical application of 


career is 
speculation 


giving rise to 
about his fu- 
just 388 years old (looks 
younger), and is as much a “comer” as 
he was in the days when he was a 
youthful protege of Tom Logan 


A little known side of the many- 
faceted Daily is his capacity for or- 
ganizing and handling men. 

Customarily Walter is thought of 
as a brilliant individualist, a lone 
star performer. 


Actually, his ability to delegate 
responsibility and pump work out of 
assistants is probably his strongest 
asset. 


He Was ‘Regular’ 


Whence came this light-under-a-bushel 
talent for directing others? Perhaps we 


can find the answer if we go back to the 


days when he was an ensign in the 
United States Navy (during the World 
War). 

Take, for example, the period he 


served as skipper of a navy tugboat (not 
to be confused in size with the much 
smaller ordinary tugboat) 

When Ensign Daily boarded this tug- 
boat to take charge, he found a bitter 
feud in progress between the “black 
gang” (stokers, below-decks 
and the deck gang 

Animosity broke out all over the boat, 
like a violent rash, (the animosity was 
generally rash, and often violent) the 
moment he set foot on deck 


There were individual fights and free- 
for-alls, sniping and over-the-top charges 
They fought on the boat, and they 
battled on shore leave 

Walter worked quietly but, as is his 
wont wiftly. He got ’em out of jail 
n shore, and then immediately put the 
culprits in the tugboat’s brig 

He demonstrated that he was their 
friend; but that he was going to enforce 
i pline, toc Friendly, yet firm. Su- 
perior bu lemocratic He got their 
( n! le ce 

It wa i great expe! * taw, hu 
man nature, with the in varnish of 

\ : yn chippe ind flakes 

Che isk of creating respect for au 
} of ib itir for the antagon 

which these lor hore bruisers bore 
ward a college mar 1 feeling that 
W wa eg i Vas genuine 
Lud t I n the art ind science of di 
Ha £ CCE fully survive this test 
rage and tac Walter was trans 
f a cle ver. On the dav of his 
e, both g s lined up on deck 

The spokesman, whose chest was 


so hairy it could have been used for 
i doormat, stepped forward, shuffled 
his No. 12's awkwardly, thrust a 
package into Walter’s hands, and 
blurted 

“We uns think youse is regular. 
An’—an’ we thought youse might 
like to rec'lect us by this 

This” was a travelling kit. Wal- 
ter still has it. He also has poignant 
nemories of the tears he saw on 
that spokesman’s grimy eyelids, and 


the gulp in his own throat 


picture of sturdy, | 


a physical | 


actor on a} 


workers) | 


By George F. Taubeneck 


Walter Daily Judges Mailing Piece No. 2 


a a ee ee he 


Earl Norling shows mailing piece No. 2 to 
General Electric refrigeration department, 
Henry Bruhn, J. T. Dickson, 


T&R, 
at an Early Age 


To political scientists, “I & R” is 
highly significant. These letters mean 
“initiative and referendum,” and 
cate independent political 
the part of the electorate 
them. 

“I & R” might also be used to char- 
acterize Walter Daily. In his case the 
letters would stand for “initiative and 
resourcefulness,” and they might indi- 
cate his independence of thought and 
method. 

Biographically speaking, it 
ing to note that Walter 
“I & R” at an early age 

First, there was the matter of his 
stamp collection, which was a _ prize 
Stamp collecting, if you remember your 
own boyhood, consists partly in good 
trading ability and partly in alertness in 
following such developments as_ pre- 
eancelling and special issues. It is one 
of the most enterprising of hobbies. 


which adopts 


is interest- 
displayed 


And then there was the business of 
going to sea in a whaling ship—as a 
cabin boy—-at the age of 16. Adventure 


he sought; self-reliance he learned 


It was 21 years ago that the old 
whaling ship slipped her moorings 
in a New England harbor and, with 
Walter aboard, started on a long 
voyage. 

Every day of those 21 years has 
brought Walter Daily 
with situations calling for courage 
and each day he has 


tace-to-tace 


and initiative; 
been grateful for the heavy-handed, 


rugged training in independent 
thinking and acting he got on that 
whaler. 


Groundwork for 
a Life 


Walter Daily is a Yale man. He owns 
a Ph.B. (Bachelor of Philosophy) degree 
mber of the Vernon Hall 
Phi Gamma Delta. And 
that, our Mr. Br (another Phi Gam) 
will tell vou, is 


ack 
something 


Of course there is a world of 
illuminating 
the above paragraph. 

Walter’s academic training un- 
doubtedly helped razor-edge his 
mind, helped channel his thinking, 
helped reinforce his confidence and 
steel his poise. 

But he 


those days, 


information buried in 


about 
either. 


doesn’t talk much 
and so we shan'’t, 


1 , ¥ 1 ? 
During his fre 


hockey with the 


shman year, he played 


erack New Haven 


Arena team (which was much bette: 
than the Yale varsity club) 
Also during his New Haven days he 


New Haven Registe as 
a reporter, advertising man, circulation 
department pinch-hitter—he even 


ed in the pressroom. Before he left 


indi- | 
thinking on | 


and his crew of helpers. 


he knew something about all angles of 
newspaper making and publishing. 


Learning Advertising 
Under Tom Logan 


After the war, he began pounding the | 
New York paves in search of a job with 


an advertising agency. Advertising, he! 
had decided during long nights on a 
poop-deck, was the field in which he 
wanted to invest his life. 


First job in this field he landed was 
with the Federal Advertising Agency 

During the five years Walter spent 
with this agency he worked on produc- 
tion, supplied ideas for advertisements, 


served as contact man, and did about 
everything around the _ office except 
polish the brass and empty the spit- 
toons. It was corking good experience. 


Came then his chance to do some spe- 
cial work for Tom Logan, the head man 
of Thomas L. Logan, Inc., which was 
at that time one of the nation’s leading 
advertising agencies. 


Mr. Logan took more than a pass- 
ing interest in young Mr. Daily. 
The latter became known as “Tom 
Logan’s protege 

Tom taught him everything he 
could, gave him opportunities to 
spread his wings and fly, and en- 
couraged him to develop his budding 
abilities. 

Until his death a short time ago, 
Mr. Logan retained his affection for 
young man _ whose 


the go-getting 


Home-Made G. E. Aerocar 


Walter Daily (center), manager of the sales promotion division of the 


Left to right in the group at the left are 
and Dick Shaw. Fred Bollmeyer is standing in the rear. 


career he had fostered. This affec- 
tion, it is probably needless to add, 
was Sa laiacaess 


* 


He Joins Zim, Quinn 
and the Monitor Top 


Walter was in Cleveland when Ted 
Quinn and Paul Zimmerman were given 
carte blanche by General 
plan for marketing the Monitor Top 
refrigerator 


It didn’t take Walter long to envision 


the future this device might have. He 
resolved to join forces with “Quinn & 
Zim.” 

With those two men and L. R. Ed- 
wards, who was then advertising man- 
ager, Walter went to work. His title 
was sales promotion manager. It still 


is, although long ago he took over the 
authority and responsibility for General 
Electric refrigeration advertising. 

At first this quartet labored in borrow- 
ed offices in Nela Park. In a short time 
they moved into small offices in the 
Hanna Bldg. That office space increased 


until the entire fifth floor and part of 
the sixth were leased 

After a slow, steady climb at the be-| 
ginning, the Monitor Top sales curve 


shot upward vertically. 
down again this year, but G. E. is still 
one of the two or three leaders. Today 
Walter is advertising: “One out of three 
is a General Electric.” 


Under his direction was run the 
famous “Not One Cent for Service” 
advertising campaign, which the en- 


: yy 


The General Electric 


younger generation 


Kitchen coach 
around Lebanon, Tenn. 


is exerting its influence on the 
Alexander Anderson, Jr., 


whose mother visited the sales coach and later purchased a G. E. Monitor 
Top for her home, made use of the coach idea by converting the crate 


from the Monitor Top into a 


“coach” for his bicycle. 


Electric’s | 
President Gerard Swope to work out a | 


The curve sloped | 


tire industry admits was the n st 
effective advertising drive ever ; 0. 
mulgated by any company. 
Effectiveness of his other ad: r-. 
tising and sales promotion progr. as 
may be judged by the results « a4 
number of consumer preference n- 
vestigations, which show predo })- 
nant interest in the Monitor To 
Walter also engineered the nc e- 
worthy presentation of the gol «n 
Millionth G. E. Refrigerator, wh ch 
was presented over the air by Ger. 
ard Swope to Henry Ford, and 
which brought Mr. Ford to ‘he 
microphone for the first time. 
Much credit, too, goes his way 
planning and promoting the Electric 
Refrigeration Bureau. 


= 


Who He Is and 
How He Lives 


Chief joy in Walter Daily’s li! 


work. 

| That sounds trite, we know. You hay; 
|probably ho-hummed already. But 
|} dammit, it’s true. We know. The Valy 


|has worked and played, man and boy 
with Walter Daily for nigh onto thre: 
years. 

We have bumped into each other in 
| divers places . Miami, Fla. .. Atlantic 


City . New York City . Chicag: 
Detroit ... Cleveland ... Travers I 
Association Island ... night club 
airplanes baseball fields 
trains golf links offices 
hotel rooms... exhibition halls... com 


mittee conferences ...I have even hi 
riding with him in his rip-roaring Pa 
ard roadster. 
| And still we say—notwithstanding th 
|fact that we have seen him under thé 
|world’s most favorable circumstanc 
for playing—that his chief joy 
work. 

Now don’t get us wrong. Walter car 


IS Nis 


| 

| play. He is one of the leading members 
lof Cleveland’s Canterbury Golf Club, and 
lis a 10-handicap player. He _helpe 
bring the Western Open Golf cham 


pionship tournament to Cleveland 


summer, and handled the publicity for 
| it. 

Two decades after his hockey-playing 
| prime, he can still cut a wicked figure 


eight on ice skates. Swim? Sure. An 
well, too. Once taught swimming 
group of boys at Allenhurst. 


A singer, also. Always is a mer 
of impromptu quartets at G. E. con 
tions. Moreover, his vocal ability 


earned him a membership in Cleveland's 
exclusive Hermits’ Club (which is an 
other story, and a long one). 

And anybody who has been ar 
Walter at a convention knows he } 
Mine Host with finesse and nat 
| joviality. Is a good story teller, a sure 
| fire ice-breaker. 

But we're miles off the track of 
original thesis. Walter’s mind, we re})a' 
jis on his work most of the time 
He is a bachelor, and doesn’t hay 
| play bridge nights. After dark is 
|} he does his thinking. 

Most of his constructive ideas |! 
popped into being somewhere ar 
midnight. It has almost got to the } 
where Walter glances at his w 
notices that the witching hour of 
near, and down to await the 
of inspiration! 


sits 


Most of his reading is connect 
with advertising, sales promot 
and merchandising. 

No publication does he read m 
thoroughly and regularly than El 
tric Refrigeration News. 

One of his assistants calls Wal 
a “rabid” reader of the News. 


More and more, his thinking is 


ing toward that twilight area whi 
the future of merchandising and 
promotion—which are rapidly becon 


one technique 
Advertising agency thinking is tur 2 
in that direction, too, he believes 


He considers himself most fortu 
to have access to such complete 
data as that developed by the Ger 
Electric refrigeration department 


Advertising man (he still writ 
copy). Sales promotion director (! 
ideas come at midnight). Mercha 
dising methodizer (he goes out in 
the field with salesmen, on G. 
kitchen coaches, and obtains cu 
tomer reactions at first-hand). O 
ganizer and executive (his is no ir 
hand, but a guiding one; he kno» 
how to delegate authority, increa 


production, and inspire loyalty 
| That’s Walter John Daily. 
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Dr. Allison Travels 11,000 Miles and — 
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Holds 30 Bureau Meetings 


N'ioW YORK CITY—More than 11,000 
were covered by Dr. G. W. Allison, 
manager of the Electric Refrigera- 
ion Bureau, on his recent trip through- 
ut he United States. Twenty-one cities 
visited where more than 30 bureau 


we 

me ings were held, according to G. N. 
Bro vn, refrigeration manager of the 
bur au. 

I Allison’s complete itinerary is as 
foll ws: First stop, Rochester, N. Y., | 
sey 19. Due to the cooperetion of E. 
J amer and Frank Houston, 206 dis- 

tors, dealers, and salesmen _at- 


ren ed the meeting. 


Meeting at Ithaca, N. Y. 
tr e following day was spent at Ithaca, 
N , where J. J. Fagan had called to- 
vet er a group of distributors and deal- 
rs Sept. 21 Dr. Allison was in Elmira, 


x. Y., with F. H. Hill, C. R. Rudy, and | 


100 refrigeration men. Many of those 
ding the meeting came long dis- 
some as far as 90 miles 
On Sept. 22 Dr. Allison went to Bing- 
ton, N. Y., where Hill had arranged 


tal 5, 


ino her meeting of 101 distributors, 
rs, and salesmen. The next day 


wa spent with W. Nye Smith of Syra- 


u N. Y., and 180 dealers. 

Monday, Sept. 26, he addressed a 
group of 212 men at the Union Gas 
ind Electrie Co., in Cincinnati, under 
the auspices of the refrigeration bu- 


eau of that city. Tuesday, he was in 

Louisville, the day before the opening of 

the bureau’s big down-town tent refrig- 

ration show. A meeting was held at 
Brown hotel there. 


Chattanooga Luncheon 
On Wednesday, Dr. Allison went to 
‘hattanooga, Tenn., where J. C. Guild 
id arranged a luncheon meeting at the 
Patten hotel. 


| 
A bureau meeting was held in Birm- 


im, Ala., the following day. Robert 
P. McDavid, chairman of the local bu- 
reau, made a strong appeal for aggres- 
ive action in carrying on the fall and 
that 


winter programs at meeting. 

Friday, Sept. 30, Dr. Allison was in 
New Orleans, where E. N. Avegno ar- 
ranged a dinner meeting attended by 
125 men. H. E. West, district manager | 
f the General Electric Supply Corp., 


presided at the meeting. 

Oct. 4, two meetings were held in San 
Diego, Calif. Through the efforts of E 
W. Meise, chairman of the city bureau, 
145 attended these meetings. The next 


iay a luncheon conference was held at 


Walker Joins Leonard 
Promotion Staff 


ROBERT J. 


* 


ALKER 
rROIT--Appointment of Robert J 
er, several years ago assistant ad- 
ing manager of the Standard Acci- 
Insurance Co. and more recently 
mber of the advertising and 
ition staff of the Chrysler 
as assistant sales promotion man- 
ff the Leonard Refrigerator Co 
een announced by A. M. Taylor 
handising director 

1929, Mr. Walker’s “Golden Oppor- 
* campaign for the Standard Acci 
Insurance Co. won the Internation- 
ilbag trophy, awarded annually for 
outstanding achievement in 
mail advertising 


‘0 TH CAROLINA POWER CO. 
OFFICIAL IN DETROIT 


2-TROIT H. H. Higgins, sales 
visor of the South Carolina Power 
irrived in the city recently for a 


f several days at the Kelvinator 


sales 


Sales 


most 


Higgins is visiting the home of 
for the purpose of getting 
ind information in regard to the 
Kelvinator and advertising 
im, and to confer with company 
tives and department heads on 
rs pertaining to sales in the terri- 
‘overed by the South Carolina 
Co 


nator 


sales 


\located at the center of the 


|the Jonathan Club in Los Angeles. 


|George Belsey, chairman of the local 
| bureau, presided at this meeting. 
Thursday, Dr. Allison was in San 


Francisco. He spoke before the commer- 
cial section of the Pacific Coast division 
in the morning, attended the refrigera- 
tion conference in the afternoon, and 
the following day discussed local tie-in 
with national programs. 

Oct. 10, two meetings 
Portland, Ore. Glenn L. 
Berkeley Snow cooperated 
out the meetings. The next day was 
spent in Seattle in conference with S. 
P. MacFadden, R. W. Clark, and several 
distributors. 

Wednesday, Oct. 12, he attended three 
meetings in Spokane, Wash. Through 
the efforts of J. E. Royer, Lewis A. 
Lewis, and R. B. McElroy, bureau chair- 
men, 206 persons heard the refrigera- 
tion story. 


were held in 
Jackson and 
in carrying 


Visits Boise, Idaho 

The following day was spent in Boise, 
Idaho. L. W. Brainard and Roy Walker 
called together a group for an evening 
meeting, and the next morning a sales 
meeting was held in the company offices 

Saturday, Dr. Allison had a luncheon 
meeting in Salt Lake City, Utah. G. M. 
Gadsby was in charge of the arrange- 
ments. The following Monday, the field 
manager was in Denver. G. B. Buck 
and George E. Lewis had arranged a 
meeting at the Denver Athletic Club. 

Tuesday, Oct. 18, Dr. Allison was in 
Omaha with J. E. Davidson and R. C 
Geppert. A group met at a dinner at 
the Blackstone hotel. Julius Rosenfeld, 
president of the National Retail Fur- 
niture Dealers Association, spoke at the 
meeting. 


Favors Utility Merchandising 


Rosenfeld stated in his address that 
he had changed his mind about utilities 
merchandising; that he was in favor of 


the utilities selling if they would co 
operate. He declared that his change 


of opinion was due largely to his asso- 
ciation with J. E. Davidson and the 
cooperative program in Omaha _ and 
Council Bluffs, Iowa. 

On Oct. 20, a held in 


meeting was 


Erie, Pa. George B. Noll arranged a 
/luncheon meeting. The next day Dr. 
| Allison went back to Cincinnati for a 


Clb. H. Cc 
Union Gas 
This meet- 


meeting with the Electric 
Blackwell, president of the 
and Electric Co., presided 
ing concluded the trip. 


BRIDGE TOURNAMENT USED 
FOR SECURING PROSPECTS 


EL PASO, Tex.—-Theater-goers and 
women who enter the bridge tourna- 
ment sponsored by the Plaza, Publix 


theater here, are proving the source of 
scores of prospects for sales of General 
Electric refrigerators, according to E. O. 
Cone, president of E. O. Cone Co., Gen- 
eral Electric refrigerator distributor. 
Arrangements have been made with 
the theater whereby an_ eight-week 
| bridge tournament is being held on the 
mezzanine floor for El] Paso women who 
are invited only by salesmen for the 
distributor. Each woman invited is 
asked to bring three friends who do not 
own a General Electric refrigerator 


During the bridge parties each after- 
noon, over the eight-week period re- 
freshments made in a G. E. are served 
with tea and cake. Previous to playing 
bridge the women attend the show dur 
ing which they see a talking traile: 
which announces that the E. O. Cone 
Co. will give away, at the close of the 


bridge tournament, a G. E. refrigerator 


and a G. E. radio 

In return for this publicity, which in 
cludes a display in the theater lobby, the 
Cone Co. advertises week on the 
back of the program 


MUSHROOM’S GROWTH IS 
CONTROLLED BY FRIGIDAIRE 


COMPTON, Calif—-By holding the 
temperature within his mushroom-grow- 
ing plant at a constant temperature of 
54° F., Hubert Conter has been able to 
retard the growth of his mushrooms, 
thereby increasing their weight and his 
consequent profits. If the mushroom 
grows fast, the skin breaks, allow- 
ing the moisture content to escape. 

The building in which Mr. 
grows his mushrooms is 56 ft 
ft. wide, and 13 ft. high 


eacn 


theater's 


too 


Conter 
long, 30 
The mushroom 


beds are approximately 6 ft. wide, and 
50 ft. long, and are arranged in three 
tiers of five beds each, one above the 
other and about 2 ft. apart. The total 
area of the growing beds is approxi- 


mately 4,500 sq. ft 

Mr. Conter’s mushroom-growing plant 
is refrigerated with two FW-6200 Frigid- 
aire compressors connected to two coils 
of approximately 1,500 ft. of 1-in. copper- 
bearing steel pipe installed near the ceil- 
ing of the room, directly over the aisles 
Automatic temperature control is main- 
tained by a Penn thermostatic switch 
room. 


BEARING 
WICK 
OIL 


DELCO MOTORS WITH 


SEALED 
LUBRICATION 


Bas 


Whuetrer you have a long or a short time guarantee on your product, 
it will pay you to use Delco Motors with Sealed Lubrication. These motors, 
employing Delco construction principles which have met the most severe 
tests of household performance, are oiled for years of service, at the 
factory. You can forget all about their lubrication, safely, for the oil can’t 
come out during shipment, during installation, or during operation. It is 
in the bearing to stay—retained by a patented “end head” which returns 
all excess oil to the reservoir—which makes it impossible to over-oil the 
bearing. Yet the motor is fully accessible, and fits your product as aptly 
as did the famous Delco household equipment motors of the past. Delco 


Motors with Sealed Lubrication will save you expense and trouble. 
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Revising the Formula 


REDIT a-plenty has been accorded the electric 
refrigeration industry for the remarkable 
record it has hung up during the years of the 
depression. Just how remarkable this job has been, 
however, may not be fully appreciated. For not 
only has the lack of purchasing power handicapped 
sales of electric refrigerators, but other depression- 
caused factors have affected electric refrigeration 
sales in divers and curious ways. 

One of these has been the unexpected stunting 
of the commercial refrigeration industry. Prac- 
tically all of the old-line manufacturers have been 
making large-size compressors for installation with 
display cases and wall-boxes in various kinds of 
food stores. It used to be a highly profitable 
market. Furthermore, two or three years ago 
almost everybody was talking about the great 
future for commercial refrigeration. Big sums 
were spent cultivating this field. Dealers and dis- 
tributors laid in heavy stocks. 

Came then surprising secondary effects of the 
crash. Wholesalers tightened up on credit. Food 
merchants were forced to buy hand-to-mouth. 
They no longer had money for time payments on 
store equipment. Flocks of them went out of busi- 
ness. And repossessions of commercial equipment 
were staggering. 

A repossession of a commercial refrigeration 
job is a blow. A good portion of the cost has been 
allocated to engineering and installation. Rarely 
will the equipment repossessed fit, as is, another 
installation. Hence, the dealer is almost always 
out some money. 

Moreover, his market has contracted by the 
reduction in numbers of food retailers. And having 
had his fingers burned on a few commerci.. in- 
stallations, the dealer has been reluctant to seek 
this sort of business in 1932. 

Another disturbing factor has been the fact 
that finance companies, because of the general 
shrinkage of credit, were forced to adopt more 
conservative policies. Thus hundreds of small 
dealers were left without means of financing time- | 
payment paper. Inasmuch as a big majority of all 


electric refrigerators are sold on the hire-purchase | 
plan, this limitation of credit facilities has gravely | 
hindered the progress of the industry this year. | 


One potent factor which is rarely mentioned or | A 


discussed is the unprecedented resistance this year | 
to doorbell ringers. Now the cold canvass is almost | 
the cornerstone of the specialty selling formula. 
House-to-house selling is the rock upon which the 
industry has been built. But this year that rock 


has been assaulted with a thousand hammers and | 


a myriad of picks. It shows signs of crumbling. 


Housewives declare that their days are now | 
one long procession of strangers—chiefly pan- | 
handlers and moochers—marching up to their | 
or handouts, | 
women seeking clothes, children selling candy and | 
flowers, men hooked up with every conceivable | 


doorsteps. Men begging money 


sort of racket, honest but unemployed workmen 
seeking handy-man jobs of any description, two-bit 
peddlers with newfangled can-openers and cheap 
gewgaws, solicitors for deserving charities, and 
runners for questionable “benevolent” enterprises 


—the stream of these people ringing her doorbell | 


make the harried housewife’s working hours al- 
most a continuous series of interruptions. 
It would be hard to estimate how much of a 


handicap this situation has been to electric refrig- 
eration salesmen this year. Here, of course, is a 
case of the good suffering with the bad. Electric 
refrigeration salesmen have a story to tell house- 
wives of relief from annoyances, of actual savings 
in the preservation and preparation of food. In 
times like these that story should be mighty effec- 
tive. The housewife who has not heard it has 
missed something. Opportunity has knocked at her 
door and been mistaken for a panhandler. 

Even so, anybody who has witnessed the Door- 
bell Ringers Parade of 1932 will understand and 
sympathize with the distracted housewife who 
refuses to see anyone or listen to any story. And 
many wise sales manager have been thinking and 
working toward a temporary revision of the ac- 
cepted specialty selling formula. Store traffic has 
become the new guiding star. 

Department stores, which have store traffic in 
abundance, have keen sought and cultivated assidu- 
ously. So, too, have other large retail outlets. 

Distributors and dealers have been encouraged 
(in contrast to previous years, when such practice 
was frowned upon) to add lines of companion 
merchandise—in the hope that more people might 
be brought into their showrooms. 

“Traffic items,” such as irons, lamps, toasters, 
percolators, curlers, and the like, are being stocked 
by many dealers with a view toward increasing 
the influx of customers. 

All sorts of schemes—chiefly of the contest 
variety—are being tried to get names of prospects. 
Drawings, theater tie-ups, guessing and puzzle- 
solving contests, and vaudeville-type entertainment 
within showrooms have been resorted to by dealers 
all over the country this year. Home economics 
demonstrations, which often result in the listing of 
scores of prospects, are increasing in numbers and 
popularity. 

Personal selling in the home is still the undis- 
puted kingpin of all methods for selling electric 
refrigerators. But today local sales managers are 
trying harder to make appointments for their 
salesmen, rather than wear them down by placing. 
them in competition with the stream of beggars 
which have been keeping home doorbells busy 
during these Last Days of the Depression. 

Until newer and better methods of increasing 
store traffic and pulling names of prospects out of 
thin air have been devised, most sales managers 
will continue to rely heavily on the cold canvass. 
But if they fail to get the results they formerly 
obtained from this method, those on high should 
temper their criticism in the light of present-day 
conditions which place such a handicap on the 
canvassers. 

Many reasons exist for substantiating the be- 
lief that electric refrigeration may boom (if and 
as) “prosperity” returns. Not among the least of 
these reasons is the prospect of a renewed and 
bigger market for commercial refrigeration equip- 
ment. An easing up of credit—thus facilitating 
instalment plan sales—will be an important factor. 
Still another valid reason for hope is the likelihood 


than an increase in employment will thin out and | 
slow down the doorbell-ringing parade, and remove | 
the barrier now confronting the legitimate sales- 


. . 
men of a time-and-money-saving product. 


Gleanings from Other Periodicals 


LET’S SAVE A YEAR | 
T the meetings last week of the 15 committees of the| 
N.E.L.A. National Sales Section in Chicago one thought | 
stood out—the need for action in the commercial branch 
of this association. The report of each group at the joint 
session that concluded the conference reflected the same 
attitude, that this is no year for research and deliberation 
Gross sales by the utilities are off—though happily in no| 
such measure as most other industries have suffered—and 
there is a selling job to be done | 
Were it not for the fortunate fact that residence load | 
has actually increased during the three years of this depres- | 
sion, because people have stayed home and used more light, 
the story would be a very different one. Industrial power, 
industrial heat, and commercial lighting have dropped off 
Household appliance sales have dwindled. But domestic 
consumption has increased and absorbed these losses in large 


part. What a service—more needed in bad times than in 
good. What a market—-to grow greater under depression 


What a business 
American home. 
So the committees plan to work on programs that will 
promote the industrial, commercial, and domestic uses of 
electricity, for the economies they offer. They will endeavor 
to capitalize their special values this year. But it should 
not be overlooked that time is the very essence of the 
apportunity. It will not do this season to report progress 
at the spring conference and complete the plans for the 
convention early in the summer. What work is to be done 
should be performed at once. Let’s save a year by doing 
the job now. Let’s put the programs into use this winter 
instead of next fall.—Electrical World, Nov. 12, 1932. 


founded in the impregnable security of the 


Letters from Readers 


‘Bert’ Taylor Reacts 


Leonard Refrigerator Co. 
14260 Plymouth Road, Detroit 
Nov. 18, 1932. 
Editor: 

The discussion concerning National 
Advertising and Local Identification in 
your issue of Nov. 16 is interesting. 

The advertising agency executives 
who refused to commit themselves in 


answer to your questions showed, I 


think, good judgment. 

There is nothing so easy to get as an 
opinion on advertising. The less experi- 
ence back of its source, the more definite 
and dogmatic the opinion itself. 


Isn’t the question one to be answered 
only when the party making the answer 
is in possession of all the facts, and in 
addition knows what the advertiser is 
trying to accomplish? 

One of the frequently criticized points 
about men in certain branches of adver- 
tising is their professed belief that the 


particular media in which they are in- | 


terested constitute a cure-all for every 
merchandising situation. 

There are many ways of reaching the 
public, which have proven themselves 
efficacious under various. conditions. 
Wouldn’t it seem that each program 
should be as well rounded as possible, 
tying in each definite form of endeavor 
in sufficient proportion to enable it to 
add strength to the entire picture? 

And hasn’t the whole set-up to be 
measured by the amount of the adver- 
tiser’s appropriation—or, let us_ say, 
rather, the appropriation that is justified 
by a sane view of results to be accom- 
plished? 

Reference is made to the Leonard re- 
frigerator practice of including dealer 
names in advertisements published in 
the American Week'y. This is referred 
to as a present practice. As a matter of 
fact, it is something which we did last 
spring, and with which, as you say, we 
were perfectly satisfied. 


As stated previously, a comment on | 


such matters without full possession of 
the facts and knowledge of the object 
to be accomplished, is usually just so 
many words. 

I get a certain kick out of your quota- 
tion from one agency president’s opinion 
to the effect that no manufacturer feels 
like spending a great deal of money to 
establish the name of a concern that 
may possibly handle another line the 
following season. 

And yet, he would earnestly advocate 
to the same concerns that they give the 


name of his product all the publicity | 


possible in their windows, in the dis- 
tribution of literature, and that no stone 
remain unturned in an effort to sell his 
product and the name of his product to 
the public. Why should not they be 
reluctant also? If you want cooperation, 
why not give a little? 

The mechanical difficulty of listing 
dealers’ names constitutes a very slight 
problem, when the possibilities and 
probabilities are surveyed sufficiently in 
advance, and it is possible to handle 
such matters without any waste of the 
advertiser’s money. 

The solution of listing dealers’ names 
in all localities reached, where a paper 
covers several states, is not difficult. 

Your statement: “Leonard officials de- 
clare that in some instances, dealers 
will sign a Leonard contract on the 
promise that their names will be in- 
cluded in such advertisements,” is a 
trifle misleading. The average dealer is 
too good a business man to consider this 
as anything but a plus. He has to be 
satisfied that all other factors are to his 


liking. 

The matter of local identification is 
something very close to the heart of 
every distributor and dealer—and should 
be. 

The weight and importance of na- 


tional advertising—where distribution 
warrants—is something that no hard- 
hearted manufacturer is going to lose 
sight of. 

There are plenty of cases on record of 
manufacturers going national in their 
advertising, when they were definitely 
sectional in their distribution, and when 
their capacity and overhead would have 
made intensive operation within a few 
hundred miles of their back door far 
more profitable and therefore advisable 

One of the puzzling things to the sales 
executive or the man who sits on the 
purse strings is to find advertising coun- 
selors at variance in their recommenda- 
tions as to what should or should not 
be done. 

It has been stated that advertising is 
not and never will be an exact science, 
although over the years it has made a 
definite amount of progress. Many 
crimes are committed in the name of 
advertising—history shows that many 
have been committed in the name of 
religion. 

The wave of “borax” type, loud-shout- 
ing, price-cutting advertising through 
which we have been passing, and the 
thorough trimming the responding pub- 
lic received in certain lines, has de- 
stroyed a certain amount of public faith 
in advertising as a whole; but more par- 
ticularly has it destroyed the public’s 
faith in a particular advertiser. 

In the meantime, those advertisers 
with a name to protect, who have 
steadfastly held to their guns, maintain- 
ed the quality of their product, and de- 
livered what they advertised, will come 


through this period of stress and s  ajp 
and Democratic landslides in a b tte, 
position than ever before—more fj\ my, 
entrenched in the regard, esteem, anj 
confidence of the buying public. 

I am quoting from a recent edit pia) 
in Printer’s Ink, which hits the su 
right on the nose—The road to a § jb}. 
and firm success is neither a shor’ no; 
easy one. It costs time, money, ang 
maintained quality to travel it.” 

A. M. Tay! 
Merchandising dire tor 


‘Art G rove | Wond ers 


Edison General Electric Applian e 
Co., Ince. 

5600 W. Taylor St., Chicago 

Nov. 7, 19 


Editor: 

One of our most prominent bro‘ he; 
range manufacturers has called my) at. 
tention to the editorial which appe red 
}in your issue of Oct. 19, entitled “lec. 
tric Range Sales Flop.” I feel that | 
know you well enough personally ¢ 
write you very frankly and know ‘ha: 
you will accept this letter in the nios: 
friendly spirit. 

First of all, I can say to you very fair. 
ly that the editorial is well written and 
that, in the main, your statements are 
correct. 

(I will say that the person writing this 
editorial cannot possibly be using an 
electric range or he would not make a 
statement like this: “The range does 
not seem so clearly superior to previous 
methods of cooking—particularly by 
gas—as electric refrigeration does t 
ice.’’) 

This is merely a detail. What I can- 
not figure out is the purpose of the edi- 
torial and who stands to gain anything 
| by it. If it was your desire to widen the 
| gulf that now exists between your pub- 
|lication and the range manufacturers 
| particularly General Electric, then I can 
congratulate you on being most highly 
successful. 

Best personal regards 

W. A. Grove, 
Manager, advertising & sales promotion 


Answer: Purpose of the editorial: To 
present the hitherto unpublished facts 
;about a program which has _ been 
| weighted down with too great a load of 
|optimistic utterances. Who stand t 
| gain by it: Readers of Exectric Rerric- 
| ERATION News, whose successful conduct 
|of business depends upon their know! 
;edge of facts. 
Our good friend Art Grove’s statement 
| that a “gulf” has existed between Exe 
| TRIC REFRIGERATION News and “the rangé 
manufacturers, particularly General 
Electric,” is news to the News. 

Epit 


What They | Want 


The Brunswick-Balke Collendar Co 
623-633 S. Wabash Ave., Chicago 
Nov. 12, 1932 


| 


| Editor: 
| What we are interested in receiving 
is up-to-date news pertaining to the ele 
| tric refrigeration industry, and also thé 
| DirEcToRY and MARKET Data Book. Wé 
| believe that the subscriptions to Execrni 
| REFRIGERATION NEWS as well as REFRi £- 
ATED Foop News will give us the infor’n: 
tion that we require. 


H. C. GILBei 
Buyer, manufacturing divis on 


Kind Words Dept. 


“We would appreciate your advis ng 


us when these publications expire 
that we will not miss an edition.’ A 
fred L. Hart, 82 Railroad Ave., Pa: :*h 
ogue, a 2 


“Kindly send me a copy entitled 
FRIGERATION News. A _ representative 
tex Cole has recommended 34 
periodical. Thank you.”—A. L. Wal; if 
7305 Eighteenth Ave., Brooklyn. 

“The Engineering Section featur: 
your paper interests me the most 
brings out the essential news of 
vancements and seems to appeal 
cooperative way among.those of us 
are following the mechanical refrig 
tion game.’—-Alfred N. Anderson, 
vance Engineering Service Shop, 
Main & S. Dewey Sts., Eau Claire, 

“As a subscriber to the News I \ 5° 
to commend you for the publicatio 
retail prices on 13 different make 
electric refrigerators in your issu 
Oct. 26. This is a good service to 
trade. Please mail an extra copy 
which 10 cents in stamps is enclose: 

B. E. Hamrick, Scruggs, Vandervoo: & 
3armey, G. E. department, St. Loui 

“T like the publication E.ectric RE 
ERATION News very much.”—Walte! 
Rush, Plumsteadville, Pa. 

“You are putting out a fine pape 
James M. Mosely, Suite 11, 48 Boy! 
St., Cambridge, Mass. 

“IT have always been much intere 
in Evectric REFRIGERATION News, whi 
think is a mighty good journal for 
trade. I believe I was a charter m 
ber."—B. H. Morash, Dudley Lock 
Canada, Ltd., Toronto, Ont., Canada 
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hig’ DEALERS CHOSEN 


ELECTRIC REFRIGERATION NEWS, 


10 HANDLE LEONARDS 


pF fROIT—Appointment of 167 new 

jeal’ S has been announced by R. I. 
Petr general sales manager of the 
yeon rd Refrigerator Co. of this city 
and ‘rand Rapids, Mich. 


Mr Petrie pointed out that the new 


jeall S are spotted through 30 of the 
4g st tes. 
Th appointees, by states, are as 
follo’ Ss: 
os wrnia—Arcadia Hardware Co., Arcadia; 


Cal 
B r Cc. Electric Co., Escondido; Engel 
neot} rg and Klines Furniture Co., Ontario. | 


“Cor neeticut — Edward Rosseau, Jewett 

sty, S. Shafner, New London. 

Fl ida—Roberts Furniture Co. Lake 
Perkins-Radford, Sanford; Teaff 


Furn ‘ure Co., Palatka. 

Ge -gia—Gillam Electric Co., La Grange; 
A Shackleford, Hogansville; J. N. Carter 
a> ‘eigs; The Moore Co., Savannah. } 

Ide 1o—Hans Peterson and Sons Co., Black- | 
ot; R. K. Logan, Logan Music Co., Twin | 


Falls Nampa Electric Supply Co., Nampa. | 
Ili ois—Carson, Pirie, Scott Co., Illinois 
Appliance Co., American Refrigerator 
> Co., all of Chicago; R. H. Kindel- | 
Morris; Coppotellio’s Music and Radio, | 
\l's, Joliet; Hoener Motor Co., Quincy. | 
dana—Riedman Brothers Motor Co., 
Brookville; Geisen Furniture Store, Crown 
Point. Zwick and Son, Decatur; Patterson 
supply Co., Kendallville; Midwest Electric | 
) ew Albany. | 
Iowi—E. Ritchison, Modale; Farrell & 
Easler, Alta Vista. 


sas—H. M. Anderson, Gardner; J. O. 
Olathe; The Electric Appliance Co., 


1)ta. 

sntucky—Anderson Wood Co., Middles- 
ro: Bensinger Outfitting Co., Fred M. 

both of Louisville. 

iisiana—Dalton Co., Inc., Baton Rouge. 
ryland—Arctic Refrigerator Co., Balti- 
more. E. O. Bower & Co., Huntington. 
sachusetts — Sweeper-Vac Co., Wor- 
sie! P. F. Carey Co., South Boston; | 
yoke Furniture Co., Holyoke; Webber | 
r Co., Newburyport; Newton Auto Sales, | 
Newton. | 
higan—Charles Hoehn & Son, Allegan 
G. Heminger, Eaton Rapids; Cutler and | 
Downing, Benton Harbor; Watervliet Hard- | 
ware, Watervliet; Basslet Brothers, Sturgis; 
Van Schelvin and Rau, Cedar Springs; Good- | 
year Brothers, Hastings; Offenhauer Radio | 
] sansing. | 
Missouri—Melony Drug Co., Buckner. 


Mississippi—S. C. Roths, Clarksdale. 
Nebraska—Union Outfitting Co., Omaha. 
Nevada—K. C. Perkins, Overton. 

New Hampshire—E. M. Chase Co., Man- 
hester, 

New Jersey—Ruckle Brothers, Hacken- 
sack; Hub Hardware and Paint Store, Union; 
Smith's Hardware, Inc., Upper Montclair; 


Marr Electric Service, Carlstadt; H. J. Mar- 
latt, Hackettstown; Kirch Range & Stove 
‘o, Newark. 
William C. Benni, Piscataway; Hawthorne 
Radio, Hawthorne; Pratt Plumbing and 
Heating Co., Montvale; Isaac Contant, Jr. 
Teaneck; Specialty Distributors, Asbury 
Park; V. J. La Vigne, Riverside; Goerke & 
Sons, Newark. 
J. 8S. Moncrieff, Collingswood; J. C. John- 
Clinton; Calvin Radio Co., Camden 
Ingersoll Contracting Co., Linwood; Howlett 
H ware Co., Absecon. 
w York—-Lewis Brothers, Inc., Em- 
yees’ Trading Co., Columbia Commercial 
Your Radio, Holmburg Electric Co., 
t Electric Co., Park Central Radio, Red 
r Electric Corp., all of New York City; 
e J. Schwartz, Fox & Schamel, both of 
/OKLYN, 
lard Music Shop, Jamaica, L. I.; Re- 
lare Refrigerator Sales, Astoria, L. I.; Fox 
& Schamel (two stores), Flushing, L. I. 
W. D. Field, Amityville; Moore Radio, New 
Rochelle; John M. Kibler, Buffalo. 
F. W. Boughton, Delmar; F. W. Thomp- 
‘ins’ Sons & Co., West New Brighton 
n Island; Hobby & Brown, Rockville 


Ohio—Ploesser Electric & Radio Co., Can 
Ewing Hardware Co., Jeromeville; U 
rcher, Somerset; Fort Steuben Hard 

4 Co., Steubenville. 

_Ok'ahoma—C. Lasater, 
Shop, Wagoner; Martin 
sville; City Drug Store, 
s Drug Co., Earlsboro; General 

Supply Co., Tulsa; Beaver 
vare & Implement Co., Mulhall 
s.ge Electric Co., Ponca City Ton 
tr, Prague; Gay D. Marcy, Perry: Sasa 

W Hardware Co., Sasakawa Kelley’: 
il Store, Mountain View; H. W. Sar 
Caddo; J. W. Hundley Co., Calvin 
zon—J. Furuya Co., Portland 
nsylvania—J. Finkel, York Road Radi 
e, Kalman Cohen, A. M. Crawford 
es Sales Engineering Co., W. H. Rad 
Modern Equipment Co., Electric, Inc 
Bolton, Strawbridge & Clothier, all of 
ielphia. | 
era Radio Shop, Donalies Radio Serv- | 
lectric Appliance Shop, Spear & Co., | 

Pittsburgh; Troyanowski Music Co | 
ville; Electric, Inc., Ardmore; Hymoy | 
tner, Shamokin; Homer Van Ormer 

‘ psontown. 

r dC. Pate & Son, Bedford; L. A. Hack 

t lectric Store, Chester; E. O. Jones 
burg; Anton Zornick, Herminie; Minor 

Jefferson; Sam K. Angus, Johnstown 
is Department Store, McKeesport; Bor- | 
Motor Co., Monongahela. | 
nomy Stores Co., Inc., Bloomsburg; | 
y Furniture Co., New Castie; New 

Wall Paper Co., New Castle; People’s 

‘ ture Co., Uniontown; August A. Keller, 

"a2 en; W. A. Somers, Derrick City; H. J. 

: Hastings; J. C. Fritz, Rimersburg 
de Island—Charles T. Scott, In 
lence. } 
h—No. 79 Zion's Cooperative Mercantile | 
ite, Sterling Furniture Co., Standard 
ture Co,, P. W. Madsen Furniture Co., | 
Salt Lake City; Reed & Wight Appli- 
Co., Provo; Bingham Mercantile Co., 
am. 

Lynndyl 


Haskell; Hefne: 
Motor Co 
Warner 
Serv 
Valley 


| 


| 

Mercantile Co., Lynndy! | 

Hardware Co., Murray; 

nacy, Manti; Dixie Mart, St. George 

Mercantile Co., Cedar City; Tyson | 

& Produce Co., Brigham City; Ephriara | 

; ig & Elevator Co., Ephriam; Sanburg | 

ue antile Co., Hurricane. 

ginia—H. L. Lockhart, Covington 

consin—Orrie E. Russ, Kewaskum 


ming— Nader Electric Co., Basin 
is Love, Hanna; Pioneer Drug Co 
ton 

hel = = x 


| Chemical 


jlett, hardware jobbers; 
|& Co. 


Westinghouse Contest Entries 


AWARDED LEONARD PRIZES 


DETROIT—G. E. Rogo, H. F. Mac-| 
Grath, and J. B. Nicolson, respectively 
district managers for the Leonard Re- 
frigerator Co. in the New York City, 
Chicago, and Pacific Coast territories, 
have been awarded laurels—and_ sub- | 
stantial prizes—as the company’s lead- 
ing prognosticators. 

As such, Rogo is sporting a new gold | 
watch; MacGrath, a gladstone bag; and | 


Preceding the fifty-second Leonard 
distributor convention early in October, 
R. I. Petrie, sales manager, called word 
district managers together and asked 
each one to establish, in advance, his 
conservative estimate as to the number 
of orders he would receive from dis- 
tributors following the presentation of 
the new Leonard line. 

With this information written down 
and at hand, Petrie announced that 
three prizes would be awarded the dis- 
trict managers who showed the best per- 
formance in relation to the marks which 
they themselves had set. Decision as to 
the winners was left in the hands of a 
committee made up of members of the 
sales department. 


Nicolson, a handsome pen and pencil set. | 
| 
| 


LANGMUIR, 6. E. RESEARCH 
MAN, WINS NOBEL PRIZE 


SCHENECTADY, N. Y.--Dr. Irvin 
Langmuir, associate director of the Gen- 
eral Electric research laboratory, was | 
awarded the Nobel Prize in chemistry | 
last week. | 

Under the tutelage of his brother, A. | 
C. Langmuir, he began to study chemis- | 
try almost before he learned to read. | 
When he was 11 years old he had his | 
own laboratory, and by the time he Was | 
ready to enter high school he knew 
more chemistry than the school course 
offered. 


From that time on he was in close | 
touch with the laboratory, first in the 
|public schools, then in France, later 
back in Brooklyn at the Pratt Insti- 


tute, then at Columbia, later at Gotten- 
gen, Germany, and finally as an instruc- | 
tor at Stevens Institute of Technology 


| He joined the research staff of the Gen- 


eral Electric Co. in 1909 

Honors are not a 
scientist. He holds 
Nichols gold medal of the American 
Society, and is winner of the 
Popular Science Month'y $10,000 award | 


and other honors 


thing for this 
the William H 


new 


lowa Distributor Visits 
Kelvinator Plant 


DES MOINES, Iowa—H. E. Sorenson, 
president of H. E. Sorenson Co., dis- 
tributor for the products of the Kel- 
vinator Corp. in the Des Moines area, | 
has just returned from a trip to Detroit. | 

While in that city, Mr. Sorenson spent 
some time at the Kelvinator factory re- 
newing acquaintance with company | 
executives and in conference with de- 
partment heads on matters pertaining to | 
his territory. 

Mr. Sorenson journeyed to Detroit 
from Chicago with H. A. Dahl, Kelvin- 
ator district manager for the Des 
Moines territory 


| 
U. S. Hermetic Sold By 
Chicago Outlets 


CHICAGO-—Hibbard, Spencer & Bart- | 
Marshall Field 
department store; and Grim, 
Hansen & Treland of this city are now 
handling the U. S. Hermetic electric re- | 
frigerator manufactured by the U. S.| 
Radio & Television Co., Marion, Ind. | 


| AND 


KENNETT SQUARE, Pa.—Arrange- 
ments have just been completed where- 
by the Frick Co., Waynesboro, Pa., will 
be national distributors for Kold-Kan 
refrigeration systems made by Glacifer 
Systems, Inc., here. 

Frick engineers have developed a spe- 
cial high-speed freezing plant to freeze 
Kold-Kans, and plan to sell and install 
complete equipment for freezing, han- 
dling, and using the cans. 
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Electrical Wholesaler’s Position Strong, 


Avers Graybar Official 


NEW YORK CITY—The term “selec- ; 
tive distribution” defines a _ policy | 
through which the wholesaler, instead | 
of shopping from day to day for the} 
lowest prices and selling to any buyer | 
at the best price he can get, becomes 
the distributor for a limited group of 
manufacturers to a specific class of cus- | 
tomers, states G. E. Cullinan, vice presi- 
dent in charge of sales, Graybar Electric | 
Co., Inc. 

“Electrical wholesalers have noticed | 
with considerable interest the increasing 
employment of this term, for it describes | 


a relationship which has existed for | 
many years between wholesaler and 
manufacturer in this industry,” states 
Cullinan. 


"It is one of the most significant signs 
of the times, I think, that the whole- 
saler’s position in the electrical indus- | 
try was never stronger than it is today. | 
Certainly there has never been a time 
in the history of our business when 
manufacturers have appreciated more 
sincerely what our system of distribu- 
tion has meant to them. 

“It is under conditions such as we are 
experiencing now that the wholesaler 
performs a function which is unques- 
tionable. Because his salesmen are al- 
ready in the field and their expense dis- 
tributed over a large number of items, 
the wholesaler is able to furnish a cover- 
age to the manufacturer which would be 
too costly for the latter to attain. 

“This relationship between the whole- | 
saler and the manufacturer is, in a} 
sense, an agency relationship and, as | 
such, involves close cooperation and im- 
poses mutual obligations. 

“It is commonly considered that it is 
the function of the manufacturer to} 
create a market for his products, first, | 
by producing quality merchandise and, 
second, by creating a general acceptance 
of his goods among the buying public. 


| tory 


“This requires advertising to the ulti- 
mate consumer, and personal coopera- 
tion by his salesmen with the salesmen 
of the wholesaler. 

“Obligations of the wholesaler to the 
manufacturer consist in part in local 
sales promotion activities, market cover- 
age, assumption of credit risks, collec- 
tions, and service. 

“An interesting evolution in the prog- 
ress and functions of the wholesaler is 
his growing importance in sales promo- 
tion work and barehanded selling. 

“Since the wholesaler represents the 
manufacturer, it is his obligation, so far 


as is consistent, to educate his entire 


|organization in the technique, applica- 
|tion, and the market for his lines, and 


to make every justifiable sales effort to 
get distribution and sales volume for 
this line. 

“Wholesalers today are becoming in- 
creasingly keen in this field, and it is 
this phase of his operations perhaps 
more than any other which is cement- 
ing more and more firmly his long estab- 
lished relations with his suppliers, and 
which is making him more and more 
indispensable. 

“This policy of ‘selective distribution,’ 
a new name for an established practice 
in electrical wholesaling, is a natural 
product of the times, and I believe it 
will be found to be as basically sound 
for other lines of merchandise as it has 
been for ours,” says Cullinan. 


RHODE ISLAND DISTRIBUTOR 
VISITS KELVINATOR 


DETROIT-Raymond U. Lynch, presi- 
dent of the Post-Lester Co., Kelvinator 
distributor in the Providence, R. I., ter- 
ritory, dropped in at the Kelvinator fac- 
here on Armistice Day. 


ERATION 


DETROIT, MICHIGAN 


A ract THAT 10 Years IN THE REFRIG- | 
INDUSTRY HAS TAUGHT US 


The 


UBLIC is FAIR 


We recognize that we will occupy in the 
public mind only the position that we deserve. 
The public is fair—but it is discriminating. 
Therefore, every unit of commercial equip- 
ment which we sell either helps or mars 
our reputation. And since we aspire to be 
regarded as good manufacturers of a good 


product, we design and build accordingly. 


UNIVERSAL COOLER CORPORATION 


BRANTFORD, ONTARIO 


MANUFACTURERS OF A COMPLETE LINE OF HOUSEHOLD 
COMMERCIAL 


REFRIGERATIO 


N EQUIPMENT 
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News of Coasanion Electric , Ae Lines | 


NEW RADIANT HEATER Rex Cole To Hire 150 New Salesmen | Stoker Dealers Should WAYNE BURNER SAS Viel 


CIRCULATES WARM AIR: 


PITTSBURGH— The 
gas heater combining the features and 
heating power of a 14-radiant heater 
with the efficiency of a substantial circu- 
iator, is now being offered by Adams 
3ros. Mfg. Co., manufacturer of Adams 
Radiant Heaters. 

A vented circulator, approved as such | 
by the American Gas Association, pro- 
vides a circulating heat equal to more 
than double the volume of radiant heat. 

When properly vented, the scientific 
disposal of combustion products assures 
no excess condensation of moisture. The 
heater discharges 450 cu. ft. of room 
air per hour into the chimney, this be- 


ing replaced instantly by fresh air, as- | 


suring a ventilation without 
drafts. 

The “Cheerfulator” 
in front of a mantel, or in any location 
where a flue connection is possible. 

About one-third of the heat volume is 
delivered out the front in the form of 
radiant heat. The other two-thirds of 
the heat volume is delivered out the top 
grill, this large volume of 
easily carrying to several rooms. 


positive 


3ecause of its special Zipper 
the “Cheerfulator” will operate auto- 
matically, if desired, by the installation 
of a Robertshaw thermostat available 
at small extra cost. The control main- 
tains an even, constant temperature 
without any personal attention. 


The “Cheerfulator” is designed with a | 
walnut enameled cabinet in Chinese | 
Chippendale design. It stands 29 in.| 
high, 26 in. wide, 11% in. deep. 


YALE TO STUDY EFFECTS 
OF COOLING, VENTILATION 


NEW HAVEN, Conn.—Research to 
determine the effect of ventilation, cool- 
ing, and heating upon human health and 
comfort will be carried on by Yale uni- 
versity in the new hygiene laboratory to 
be erected here as a gift from the John 
B. Pierce Foundation 

Investigations will be made by Dr. 
Leonard Greenburg and Dr. L. P. Her- 
rington, under the general supervision 
of Dr. C. E. A. Winslow. 

Dr. Winslow has long been engaged 
in the study of human reactions to at- 
mospheric conditions, being at one time 
a member of the New York Commission 
on Ventilation 

Dr. Greenburg has been a member of 
the United States Public Health Service 
for a number of years, and in this 
capacity has been working in the Yale 
laboratories on ventilation problems. 

Dr. Herrington is a psychologist, with 
special training in physiology. He is a 
member of the department of public 
Yale. 


health at 
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is usually installed 
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Bishop, newly appointed manager of the 
sewing machine-vacuum cleaner division 
|of Rex Cole, Inc., General Electric dis- 
|tributor here, states that he has posi- 
tions for 150 salesmen throughout 
Greater New York, Westchester, Long 
Island, Connecticut, and upstate coun- 
ties. 

Employment of the new staff will be- 
gin at once, bringing the number of em- 


NEW YORK CIT Y—William F. 


ployes of the distributorship well over 
the 1,000 mark. Methods of distribu- 
tion will be patterned closely after those 
which have been employed in merchan- 


| home laundry equipment, Bishop states. 
According to a survey made recently 
by Rex Cole, Inc., sewing machines and 
vacuum cleaners rank third and fourth | 
in the sale of all home electrical ap- 
| piiances in the metropolitan territory. 


A pex’s Tiwsalin 


g Show Window 


The glass display truck shown ab 


ove is being used to display eight 


dising the G. E. refrigerator, range, and | 


Contact Coal Firms 


CHICAGO—The first step to be taken | 
by a new stoker dealer or distributor in 
| preparing a sales campaign is to contact 
ithe wholesale and retail coal dealer 


who is a supporter of stoker selling, be- | 


cause a stoker customer becomes a 
| permanent user of coal or coke, states 
| the manual recently issued by the Auto- | 
|Home Stoker Corp. of Chicago. 

| In many communities coke is a de- 
| sirable fuel and oftentimes the gas com- 
is a large producer of coke and 
| 


pany 
therefore interested in its sales, the 
manual points out. Dealers and dis- 


|tributors of stokers should contact the 
| producer of coke in the community and 
the manual recom- 


|}secure his support, 
| ends. 

| Many leads to potential buyers are ob- 
|}tained from the retail coal dealers, as 
| well as the coke producer, and stoker 
dealers can generally make a working 
preg with the coal retailer in the secur- 


ling of leads and sales promotion ac- 
tivities. 
| Heating and ventilating contractors 


| also constitute a source of prospects. 
The manual points out that it is im- 


dealer to deter- 


|portant for the stoker 
|mine the prices being charged in his 
|community for coal and coke, fuel oil, 
and electric power, so that he can dis- 
}cuss in an intelligent fashion the com- 
| parative cost of stokers and other “con- | 
| venience” heating equipment. 

| Salesmen must be prepared to study 
|the problems of automatic heating, the 


Apex electrical ‘npptances. The truck is touring Eastern states. | manual warns. 
As practiced By Stanley Filipezak, Dearborn, Mich., Dealer 
By Phil B. Redeker |electrical appliances, including refriger-| other outside salesman. He uses a 
DEARBORN, Mich.—Stanley Filipe-| ators, oil burners, radios, washing ma-|method of approach which capitalizes 
zak, retail dealer in electrical appliances chines, vacuum cleaners, electric irons, | upon his reputation. 
located in this seat of Fordom, has | toasters, percolators, fans, heaters, and 3elieving that practically everyone in 


weathered the period of depression 
rather well, having built one store and 
opened two since 1930. 

He saw a half dozen other specialty 
dealers in his territory swept away 
when the Ford plant was forced to cut 
the number of its employes, shortly 
after which the percentage of owned- 
homes dropped from 90 to 30 per cent. 

What is the secret of Mr. Filipezak’s 
ability to remain in business and extend 
his operations when his market potential 
suffered a tremendous drop and fellow 
dealers were forced to fold up? 

Mr. Filipezak thinks he knows the 
and names these reasons: 

1. He has “stepped out” (canvassed) 
to get what business there was to be 
done, and at the same time made his 
name, face, and business known to the 
community in which he works. 

2. He sells almost a complete line of 
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all kinds of wiring fixtures and appli- 
ance accessories. Most residents’ in 
Dearborn are now familiar with the fact 
that they can buy almost any kind of 
electrical appliance at Filipcezak’s. 

“I don't believe that a small dealer 
operating in a workingman’s commun- 


ity like this could survive if he handled 
but one kind of merchandise,” this deal- 
er reasons. “By handling many lines of 


electrical appliances I am able to rely 
on the other lines to take up a slump 
that has made itself felt in one par- 
ticular line. Of if they all are off, I am 
able to do enough business in each to 
take care of my overhead. 


“Having your floor stocked with a 
number of different items gives you 
something to work on—something to 


sell at all times.” 


Fits All ‘Selling Seasons’ 

Dealer Filipezak says that one of the 
chief benefits accruing from a widely 
diversified line of merchandise is the 
fact that the dealer has merchandise 
which fits into the various “selling 
seasons.” 

“In the spring,” he states, “ we con- 
centrate our whole effort on refrigera- 
tion. In the late summer and early fall, 
before home owners put coal into their 
cellars, we work on oil burners. The 
late fall and winter months are the best 
seasons for radios and washers.” 

Filipezak keeps a generous supply of 
all types of merchandise on his floor, 
and his window displays are representa- 
tive of the various lines which he 

“T put all my merchandise out where 
the people can see it, first, to let them 
know that I sell almost any kind of 
electrical merchandise that they might 
want, and second, because it attracts 
more customers which in turn makes 
the store appear livelier 


Store Should Look Lively 


sells 


“It is important to have a store look 
lively in a community like this, where 
people determine reputation by what 
they see and hear. The public naturally 
looks to a store which is crowded with 
trade.” 

This Dearborn dealer believes in ad- 


vertising, both of the newspaper and 
direct mail type. He often takes advan- 
tage of a distributor's 50-50 proposition | 
on local newspaper insertions, in which | 
case he will only advertise one product 
When he advertises on his own account, 
his copy mentions his entire line of 
merchandise 

The type of literature which dealer 
Filipezak leaves when he is canvassing, 
or which he sends through the mail, is 
usually of some small utilitarian value 
(such as a blotter, calendar, etc.) Filipe- 
zak reasoning that the prospects will 
Keep this about the house, thus implant- 


ing a constant reminder of his opera- 
tions 

However, he does not believe that his 
display, advertising, and promotional 


efforts would be of any avail if he did 
not keep canvassing. Nothing, he thinks, 
can take the place of a courteous can- 
vass call 

Fijiipezak does most of his own can- 
vassing himself, employing only one| 


the community knows of him, he makes 
his approach without carrying a kit or 
other paraphernalia which would stamp 
him as a salesman. People won't even 
come to the door if they see someone 
that looks like a salesman approaching 
the house, he states. 

When a door is opened to him, he 
immediately presents his card, which 
quickly identifies him in the mind of 
the prospect. If he gains admittance, 
he makes a survey of the appliances 
which the particular home lacks and 
might need. He puts this survey down 
on a report form, and these cards con- 
stitute his prospect list. 

He keeps his ears open for commun- 
ity gossip, to catalog his prospects in 
terms of when they will be able to buy 

When the automobile business makes 
its comeback, which Filipezak believes 
will be within a year, he will know just 
where to go to make a dozen or more 
quick sales on refrigerators alone. 

On only one item does Filipezak be- 
lieve that the direct-selling manufac- 
turer or large distributor will make in- 
roads into his territory. That one item 
is the vacuum cleaner. He cannot com- 
pete, he states, with the direct-selling 
efforts put forth by the leading vacuum 
sweeper companies. 

Service constitutes no problem for 
dealer Filipezak because he refuses to 
take personal responsibility for it. He 
does not see how a small dealer can 
afford to maintain a service department. 

He gets around the problem in 
two ways. In the of refrigerators 
and oil burners, the distributors for 
these appliances take care of it for him: 


service 
case 


as he is within the metropolitan area 
He throws the service work on all other 
appliances to an independent service 


company which rents part of his store 


REACH NEW RECORD 


FT. WAYNE, Ind.-—Septembe: 


of Wayne oil burners were 30 p+ cep; (E 
greater than sales for any other jon: Qeo. 
in the company’s history, accor = 
J. A. Berghoff, general manager let i 
ber sales were 10 per cent ah P “ 
October, 1931, sales. Pe 
The Wayne Oil Burner Corp. } :s ;; 
creased the number of its dealer © it}e+. se 
by more than 300 per cent over th. pas; “ 
18 months, Berghoff states. 
Wayne executives have made ar: in 
ments with leading boiler and fi. nap, J 
manufacturers whereby the Way e ,; sales 
burner can be installed as a unit. sye} elp 
units to be installed by Wayne d. ale; sion 
as well as the regular plumbin an sales 
heating trade. assig 
Literature is now being prepar Pa 
which shows a Wayne burner in n vay 
bination with the following mak t 
boilers: American Radiator, Pacif rang 
Kewanee, Weil-McLain, Bass, Healt we 
aire, Lennox, and others not yet n 
The folders will show measure: 
and specifications of the various six W 
of each make so that any plumbe: yw = 
be able to quote on combination units 2 
Limited Protected Areas will 
| Dealers for the Wayne burne: we 
|e limited protected areas providing _ 
they can demonstrate that they hay of 
the organization to effectively work t! sha 
| prospects in their area, Berghoff states - 
Service schools are held at the factor model 
the last week of every month, to whi mod 
both new and old dealers are permitt: 
to send one or more service men fo; §e!4Uo 


training. 

This training period covers il 
methods as well as technical and eng 
neering problems. It lasts for five day 
the factory allowing $3.50 per day 
wards the expenses of the dealer f n 
each man present. ire 

Schools are also conducted in New 
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4, Answ 
York City, Boston, Seattle, and St. Pau igerator 
once a year. Every Wayne wholesale Bynow the 
salesman is a combustion engineer an igerator 
these traveling field men contact every MBpox it qu 
dealer at least five times a year. Thi in't it? 
check installations and assist the deal f your e 
in closing prospects, where necessa! “the fe 
Semi-annual regional sales meeting: better wl 
are held by factory officials in whi money.’ 
every phase of the dealer’s problem Best w. 
covered, the factory assuming the bu: book, 
den of teaching the dealer’s organizatior slue in 1 
how to sell oil burners. that 
Advertising Campaign . aye: 
The Wayne Oil Burner Corp. conduct is $500 
a perpetual consumer advertising can inv 
|}paign for every dealer who will sen months.” 
in a selected list of prospects, n¢ 
exceed 50 names per active salesman Bu 
When this list is received at the fa Anothet 
tory, the names are entered on sound ti 
master mailing list. Prospect cards a: or “e) 
made out in duplicate for every n : i 
submitted, and a complete set of « vl . 
is returned to the dealer in a file cus: a 
The dealer is asked to follow up i 
list regularly, making one call ¢ sant 
two weeks throughout the year. tt a 
Twenty-four mailings of direct ma rq e 
literature, one piece every two we ks < ‘eihids 
are made to every name on the 0} er 
This mailing is continued for 4 
years unless the dealer cancels tg 
some of the prospects or substit: tt pe 
new names for them. Q par 
All pieces are mailed out under a 
cdealer’s name and address ae: 
: " reat 
Feeney Wins Rex Ccle f 
nly 
Laundry Award 
NEW YORK CITY—H. J. Fee sal 
supervisor in the Bronx, was the pea 
ing director for the month of Oct vitl 
in the home laundry department of 10W 
Cole, Inec., General Electric distrib il a 
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(Ecitor’s Note: 

ies of reviews on the six-assignment 
ict ¢ Cookery Salesmanship instruc- 
an yurse for General Electric Hot- 
wnt range salesmen, prepared by La- 
salle Corporation Service (division of 
1aSa Extension university). This re- | 
ew = based on Assignment 5, “Closing 
re ile.”’) 

By Elston D. Herron 

1: a General Electric Hotpoint range 
lesrian is looking for suggestions to 
elp nim close sales and avoid discus- 
n of price in the early stages of his 
Jes. he will find them in the fifth 
sig iment of this instruction course. 

Par. 1 of the manual suggests several 
vavs in which he may turn his pros- 
‘t's attention from price until the 
nge demonstration has been com- 
ete Here they are: 

Answering Question of Cost 
When a prospect asks the cost of the 
1 Ask her, “If the price is reasonable, 

wil you buy now?” She will probably 
swer negatively, and you may con- 
“nue your demonstration, stating that 
1 want her to know more about the 
inge before price is discussed. 


Answer, 


li 


er 


sider the range 


4 


frige 

KNOW 

frige 

box 

in't 

f your 
the facts, 


better 
I 


Best way 
Dd 0k, is this: 


7 


Answer, 
factory as your 
ldn't take it as a gift, 


Answer, 
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LBS] Methods of Closing Range Sale Told 


In Hotpoint Instruction Book 


This is the fifth of a 


depends on _ the 
your prospect to a 
suited to her 


“Price 
Then take 


you believe to be 
and continue with your demon- 
mn. 


range weren't as 
present stove, you 
would you?” 
negative answer, say, 
consider price, let’s 
so that you can com- 


” 


“If this 


after her 
before we 


its advantages with the price. 
“Consider your electric re- 
And in substance, 
even though your 
cost more 
repaid its original cost, 
it? Well, the same will be true 
- electric range. So let’s first get 
and then you can judge 
whether you think it worth the 


rator.” 
that 

rator 

it quickly 


of quoting the price, says 
“Build up a big cash 
in the prospect’s mind. Make her 
that the range is worth, say, 500, 
then, instead of quoting the price 
range, tell her that she can have 
$500 worth of advantages for 


many dollars a month for so many 


ial for 


the ?? 


iS. 


Buying Health Insurance 

suggested by the 
thrifty prospects is 
buying an inex- 


” 


ther appeal 
“selling” 
the customer is 
e form of health insurance. 
iplete directions are also furnished 
ilesman for compiling figures, in 
resence of the housewife, showing 
electric cookery is such a money- 
that “the prospect is paying for 
E. Hotpoint range whether she 
one or not.” 
er angles from which to combat 
ospect’s price objection are these, 
the book: The range is a lifetime 
ise. It is a safe investment. 
nd section concerns the problem 
vincing the prospect that she is 


ng full value for the price paid 
peating and re-emphasizing fea 
if electric cookery that are avail- 
nly in Hotpoint ranges 

Repeat Discussion 
salesman will be wise to begin 


peat discussion of exclusive fea- 
with those in which his prospect 
hown the greatest interest, the 
advises 
fter the presentation has been re- 
the prospect still refuses to buy 
e of limited income, the salesman 
show her that her budget can be 
ed to afford the range, because of 
the latter makes possible. Or 
uld try to sell her a less expensive 


prospect's savings, resulting from 
a Hotpoint, would amount to $14 
re per month, the salesman should 
pt to sell a deluxe model by point- 
it how budget adjustment would 
the purchase possible, according 
assignment 

if savings would be less than $14 
nth, he should immediately turn 
ention to sale of a less expensive 


‘Buy Now’ Decision 


rr bringing the prospect to Deci- 
the buy now decision, the manual 


s how the salesman, by asking 
lestions, may determine whether 
spect has reached the first four 


ns, and thus decide upon which 


he must place new emphasis to 
i sale immediately. 

tually closing a sale, the manual 
he salesman must definitely take 
iltiative in consummating the 
tion as soon as his prospect or 


ts have made all five buying deci- 


“You | 
new re-| 
than your old ice} 


only | 


Allowing prospects to “put off 
is often fatal to making a sale. 
“Taking the initiative is not high- 
| pressuring. It is honest sales service,” 
|states the book. “Help your prospects 
| realize that their judgment is sound, and 
that they are capable of making wise 
decisions without procrastination.” 

Five methods of closing are suggested 
by the manual. They follow: 

1. Double-question method, in which 
the salesman gives the prospect little 
opportunity to answer negatively. Ex- 
ample: “Shall we deliver it in the morn- 
ing, or 
venient?” 

2. Suggestion-of-ownership method, 
with which the salesman tactfully leads 
the prospect to feel that she is already 
owner of the range. Example: “You'll 
be sure to check up on the tempera- 
ture of the kitchen the first time any 
| baking or roasting is done, won't you?” 
| 3. Name-spelling method, by use of 
| which the salesman begins filling out 
the order in the prospect’s presence, 
without actually asking for the order 


| sions. 
buying” 


calling attention to it with a question to 


the prospect. Ex xample: “Mr. Critten- 


Model K itchen 


will the afternoon be more con- | 


;don, your name ends with a ‘don,’ 
oD OS ga 

4. Direct-question close, with which 
ae salesman asks the prospect a direct 
question, so phrasing it that it invites a 
favorable answer. Example: 
| have covered everything, haven’t we?” 
| 5. Five-decisions method, with which | 
the salesman points out to the prospect 
| that the latter 
|five major buying decisions, and that 
nothing remains to delay the purchase. 

That the 
salesroom whenever possible is another 
of the manual's statements. 

Placing the contract before a prospect 
for signing is an important move in the 
|sales procedure, the book declares, and 
must be done delicately. 

The prospect should see the contract, 
watch the salesman prepare it for sign- 
ing, before any mention is made of the 


to the contract. 

Nor does the salesman’s part of the 
transaction stop when the contract has 
been signed. The good salesman will in- 
troduce his customer to the home econ- 
omist. He will be present when the 
range is installed. 

And he will establish friendship with 
the service man who is to make the in- 
stallation—-thus insuring that the range 
will function satisfactorily. He _ will 


|make frequent calls to inquire about the 
range’s 
cludes. 


for Drug Store 


performance, the manual con- 


A Westinghouse model all-electric kitchen, 
range, has seaae seen in the — Drug Co., Knoxville, Tenn. 


featuring a refrigerator and 


WESTINGHOUSE ELECTRIC. Stoker Market Set At 


KITCHEN USED IN STORE 


A Westinghouse 
plays an important part in| 


MANSFIELD, Ohio 
refrigerator 
the model 
Chapman 
according to J. C. 
the Westinghouse 
the drug company, 
the kitchen. 

By using the kitchen for demonstra- 
tions, meetings, and cooking schools, 
whereby publicity and advertising would 
be obtained, it has become an important 
factor in the merchandising operations 


operated by the 
Drug Co., Knoxville, Tenn., 
Moncier, manager of 
sales department of 
who is in charge of 


kitchen 


of the company, states Moncier 
3esides newspaper publicity, news- 
paper advertisements were placed, hand- 


invitations were 
used, and 


were distributed 
radio broadcasts were 


bills 
mailed, 


+ 


personal solicitations were extended to 
make the public aware of the kitchen 
Occupying a prominent place in the 


kitchen is the new buffet type Westing- 
house “Flavor Zone” electric range 
“Our model and modern kitchen is 


Moncier. “We are 
thoroughly convinced that the project 
has been instrumental not only in build 
ing prestige and good will, but in actu 
ally making additional and store 
traffic. It has more than paid for itself 
in sales and service.” 


GRAYBAR WILL DISTRIBUTE 
COLONIAL LINE OF RADIOS 


NEW YORK CITY Graybar Electric 
Co. will act as exclusive distributor of 
Colonial radio sets through its 76 branch 
houses, according to F. G. Carson, vice 
president of Colonial Radio Corp 

A complete line of Colonial radios will 
be in the Graybar branch houses within 


states 


here to stay,” 


sales 


a few weeks, and the price range will 
be from less than $20 to approximately 
$100. Cabinets for the complete line are 


to be supplied by the Adler Mfg. Co., 
Louisville 

Distribution of the 
be aggressively pursued by the Grayba1 
houses, states D. H. O’Brien, general 
merchandise manager of Graybar 

To assist in the distribution, Colonial 
will put into the field a number of sales 


Colonial line will 


| promotion men 


6,500,000 Homes 


“T guess we | 


has reached each of the | 


sale should be closed in the | 


prospect’s actually affixing his signature | 


a News of Companion Electric Appliance Lines 


Cookery Councils RMA CANCELS ANNUAL 


Organized 
5 Leagues 


READING, Pa.—The Electrical League 
|of Reading, Inc., and the Metropolitan 
| Edison Co. were recently joint hosts to 
|} officers of four neighboring leagues at 


| 
| 


|}a dinner meeting held here at which 
time all five leagues organized local 
cookery councils. 

The following organizations sent 


executives to the meeting: Electrical 
League of Easton and Phillipsburg; 
Northern New Jersey Electrical League; 
Lebanon County Electrical Dealers’ As- 
sociation, 
trical Association. 

Leslie Weiss, general sales manager 
of Metropolitan Edison Co., acted as 
host to the associated leagues at an 
electrically cooked dinner held in the 
demonstration kitchen of the  head- 
quarters building here. 

Mr. Weiss told the group of the for- 
mation of a new “business building pro- 
gram” for the utility company and the 
formation of a ‘Homemakers’ Advisory 
Cormamittee” to work with the newly 
formed local electric cookery councils in 
the development of the all-lectric kit- 
|}chen plan. 

The committee, he stated, 
of an architect, an electragist, 
nating engineer, a home economist, 
an appliance merchandiser. 


will consist 
an illumi- 


| 
| 
and 
| 


Air Conditioning Text 
For Salesmen Issued 
“Just What is this Air 


title of a short 
salesmen re 


CLEVELAND 
| Conditioning?” is the 
text for air conditioning 


cently published by Walter J. Ottinger, 
|1929 East 55th St., here 
Three standard size mimeographed 


sheets of text and three charts comprise 
the set, which is offered for 75 cents in 
quantities of from one to five and re- 
duced cost for larger orders 


| 2,500 Men Employed 
On G. E. Oil Burner 


SCHENECTADY, N. Y._ Approxi 


mately 2,500 men have been put to 
work in connection with the manufac- 
ture, sale, and installation of the new 


General Electric oil furnace and air 
conditioning products, according to J. J 
Donovan, manager of the company's air 
conditioning department. 

An order was recently placed on the 
factory increasing by 50 per cent the 
furnace production to the first of the 
_| year: 


DRIER THAN 


By RADIO TRADE EXHIBIT 


NEW YORK CITY—tThe canceling of 
the Radio Manufacturers Association 
trade show in 1933, and the labeling of 
approved radio receiving sets with 
R.M.A. certificates were among the deci- 


;Sions of the Radio Manufacturers Asso- 


|ciation board 


of directors at its recent 


|meeting here. 


| board 
}annual trade 
| purpose 


and York-Adams County Elec- | 


considerable discussion, which 
variance of opinion, the 
members voted to “skip” the 
show next year for the 
of ascertaining decisively, by 
the elimination method, if the radio 
business is impaired or retarded by 
such action. The annual convention of 
RMA members will, however be held as 
usual, 


After 
revealed a wide 


offered to the public 
by RMA set manufacturers soon will 
bear an RMA label certifying official 
association approval and manufacture 
under RMA standards, according to the 
decision of the board of directors. 


Receiving sets 


Only manufacturers who are members 
of the RMA will be permitted to use this 
label on their products as a measure 
to protect “legitimate” manufacturers. 
tadio dealers and jobbers, and the pub- 
lic also, will be urged to buy RMA 
“certified” receiving 

This RMA label will certify approval 
by the RMA Engineering Institute. This 
institute will be under the direction of 
Franklin Hutchinson, chairman of the 
RMA engineering committee, and will 
consist of five leading engineers to be 
approved by the board of directors. 


sets. 


Hotpoint Announces 
Five Hotplates 


CHICAGO—P. L. Miles, 
for Hotpoint electric ranges 
nounced the addition of five new “hot- 
plates” in both single and double units 

These hotplates have regular surface 
units (as used on Hotpoint electric 
ranges) which have been mounted on an 


sales manager 
has an- 


enamel platform, slightly larger than 
the unit, and raised from the table on 
chromium-plated legs All models are 
equipped with three heat switches 


coils for the hotplates are 
hi-speed Calrod form or 


The heater 
supplied in the 


also in the cast-in Calrod or open coil 
unit form 

The single hotplates are o con 
structed that in case the owner wishes 
to add additional surface units they can 


all be connected together side by side 
with a chromium plated connecting leg 

The heating units available vary from 
1,000-watt capacity to 2,100-watt capacity 


THE DESERT 


CHICAGO—The potential market for | 
automatic domestic stokers is approxi 
mately 6,500,000 homes, according to 
an estimate recently published by the 
Auto-Home Stoker Corp. of this city 

The estimate — out that U. §S 
statistics as of Jan. 1, 1932, show that 
there are 13 million homes heated by 


boilers and warm air furnaces, and the 


potential for stokers was arrived at 
by cutting this figure in half 
The report states that the following 


suited for the sale of 
electrical specialty 
heating and ventilat 
retail refrigerator 
burners, electrical 


type of outlets are 
automatic stokers 
shop, coal dealer 
ing contractor 
dealer, dealer in oil 
contractor washing machine dealer 
hardware store handling heating equip 
meni, gas and electric utilitie depart 
ment store with a household appliance 
department 


Qualifications of a dealer who wishes 
to sell stokers are set forth as follows 
sales ability, established business and 
organization, ability to finance instal 
ment selling, a desire to enter the field 


of automatic heating 


Miss Weedman Edits 
New Manual 


Frances Weedman 
GE-Hotpoint home economist, has re 
cently completed a new edition of the 
Home Manual 

The manual is to 
ground for the demonstration program 
of the GE-Hotpoint range. This _ pro- 
gram is in four sections, as follows 

1. Introduction of the general public 
to electric cookery and the Hotpoint 
range 


CHICAGO— Miss 


Economics 


serve as a back 


2. Lecture demonstrations or sales 
demonstrations 

3. User calls—making satisfied custo- 
mers so that further range sales may 
be made 

4. A section devoted to electric cook- 


By special Wolverine Process the famous 
and air conditioning tubing is made and delivered 100% 
There is no compromise with moisture. 
bright plain or bright tin plated, Seamless Copper 
Tubing, A.S.T.M. (B68-30T)—and be sure. 


ate delivery—and immediate installation. 


hydrated," 


“W Seal’ refrigeration 
dry 
Specify ‘Wolverine De- 

Ready for immedi- 
Wire or write for data 


WOLVERINE TUBE COMPANY 


1491 Central Ave, 


Detroit, Mich. 


Sales Offices in 29 Cities 


WOLVERINE 


EHYDRATED TUBING 


ery training classes 
Additional sections and bulletins will 
be issued from time to time under these 
four major headings 
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A Page of Statistics for Sales Planning 


APPLIANCES ACCOUNT 
FOR 0.5% OF SALES BY 
DEPARTMENT STORES 


NEW YORK CITY. Electrical appli- 
ances accounted for 0.5 per cent of total 
department store sales in 1931, accord- 
ing to figures compiled by the Controll- 


ers’ Congress of the National Retail Dry 
Goods Association. 

Radios, not counted as electrical ap- 
pliances by the association, accounted 
for 0.8 per cent of the sales. 

Seven departments brought in more | 
than 25 per cent of the total. These | 
seven were: hosiery, 4.1 per cent; 
men’s furnishings, 4.0 per cent; furni- | 
ture, 3.8 per cent; toilet articles, 3.7 | 
per cent; women’s dresses, 36 per cent; 
women’s coats and suits, 3.3 per cent; 
and silks and velvets, 3.0 per cent. 


Other departmental percentages of | 
total sales in 1931 were: 
Department Per Cent | 
ROMO © BROGH 2. oes ce cscwces ‘ 2.9 
Draperies, curtains, upholstery 25 
MEN GRUMIIEIEE 6.05.0.6.5 00-00 +4100 2.9 
Domestic floor coverings ...... 2.5 
EE Te ras ks bee's baldiarese 2.5 | 
Silk and muslin underwear 2.1 | 
Miscellaneous home ware 2.1 
7 aa a 
Cotton wash goods Sipe 1.4 
ES ye SPS a 1.8 | 
Di ckta tsa hiws aacek eden eeees 1.3 
Corsets and brassieres ................ sy 
mime GME SIANSWATO 2... crccccivees 12 
ER here 5 Daan era nh aca sa erat ned 0.8 
I OA Pan Dia obn. ks, @ iN wa eee we cae 1.4 
SE Geavcccseessss a 
es SIME ORES Tob hosp tase akawewed se 
ee Se eee Spied Cas 0s 1.096450 G0 0.9 
no ah pene kent one 0.8 
Men’s and boys’ shoes ............... 1.1 
SSS eS rere 0.8 
Electrical appliances .......... 0.5 
SUE FUE oo csccesvncccscea ; 0.7 
Lamps and shades ....... ; 0.6 
Tires and automobile accessories 0.5 
PEM MOOG is cavcdcscscccesse 0.4 
RUIGDDONS 200s srcscsecses 0.3 

Total Main Store ........ 85.7 
ZOU BOROMOME 6 ocscccacaecas 13.1 


PURCHASING POWER DROPS 
27.3% IN 3-YEAR PERIOD 


NEW YOR K Cc 1 T Y — Purchasing 
power of the average worker in manu- 
facturing industry has declined 27.3 per 
cent in the three years between June, 
1929, and June, 1932, according to the 
National Industrial Conference Board. 

Three factors enter into the computa- 
tion of the purchasing power of weekly 
earnings, namely, the number of hours 
worked per week, the rate of pay, and 
the cost of living, according to the 
board. 


Testing Service 


for Domestic and Commercial 
Electric Refrigeration 


and experimental 
service for Man 
Distributor, Cen 
Test data ex- 
client. 


Testing 
laboratory 
ufacturer, 
tral Station. 
clusive property of 


Electrical Testing 


Laboratories 


80th St. & East End Ave. 
NEW YORK 


Kno 


yTest 


DEALERS! 
ASSEMBLERS! 


A chance for you to buy 
compressors or complete units 
from the manufacturer at an 
interesting price. 


KING KOLD CORP. 


2300 S. Western Ave. 
CHICAGO 


Testing Laboratory 
For refrigerators 
and refrigerating equipment 


George B. Brighe e 0. 


Refrigerating Engineers and Ar ts 


2615 12th St.. Detroit. Mich. 


NAME PLATES auc kinos.. 


Vitreous Enameled or All Metal 
If your refrigerator is good enough for a nare, it is worthy 
of a good name plate Let us design one for you 


SULPHUR 


DIOXIDE 


T RPORFOLK. Vv 


cities of 
|}own 


| advertising 


Large Cities Show 
Increase In Number 


Of Owned Homes 


NEW YORK CITY-—A noteworthy 
gain was registered between 1920 and 
1930 in the number of families in 93 
over 100,000 population who 
their own homes, according to a 
table compiled by the research depart- 
ment of Dorrance, Sullivan & Co., Inc., 
agents, here, from figures re- 
leased by the Census Bureau. 

Out of the entire list of 93 cities, only 
four—Canton, Ohio; Long Beach, Calif.; 
Miami, Fla.; and Oklahoma City— 
showed a decline from 1920 to 1930, and 
tor only one of these four—-Long Beach, 
Calif—-was the 1930 percentage lower 
than that for 1910. 


21 Cities Above 50% 

The relative degree of saturation for 
owned homes in the various cities 
seemed to have little effect on the ad- 
vancing trend. Advances were as large 
for cities which already had a large 


| proportion of families owning homes as 


they were for cities with a smaller per- 


| centage. 


In 1920 there were only six cities in 
the United States which could boast that 
more than 50 per cent of their homes 
were owned. In 1930 there were 21 cities 
in this classification. 


New York City Lowest 

As might be expected, New York City 
was the lowest on the list, with 20.2 per 
cent of its homes owned. This was a 
large gain from 1920, however, when 
the percentage was only 12.6. 

Broken down by boroughs, 
for New York City in 1930 were as 
follows: Bronx, 321,270 families, of | 
which 10.6 per cent owned their homes; 
Brooklyn, 616,875 families, of which 25.6 
per cent owned their homes; Manhattan, 
468,956 families, of which 2.5 per cent 


the figures 


owned their homes; Queens, 280,064 
families, of which 45.0 per cent owned 
their homes; and Richmond, 35,789 
families, of which 53.4 per cent owned 
their homes. 

The accompanying table shows the 
number of families, the number owning 
their own homes, and the percent own- 
ing their own homes in the 93 cities 
in 1930. 


No. No. Per 


of Owning Cent 


City Families Home 1930 
Akron, Ohio 50.7 
ON a 2 36.8 
Atlanta, Ga 29.0 
Baltimore, Md. .. 50.3 
Birmingham, Ala. 33 6 
Boston, Mass. Ba 257 
Bridgeport, Conn 29.5 
Buffalo, , A nA 42.6 
c ambridge, Mass. ... 23 6 
Camden, N. J. : 48.8 
Canton, Ohio ..... ‘ 52.7 
Chattanooga, Tenn... 33.0 
Chicago, Ill. ... as 31.1 
Cincinnati, Ohio 36.9 | 
Cleveland, Ohio 36.6 
Columbus, Ohio 42.8 | 
Dallas, Tex. .. 37.3 | 
Dayton, OHIO. 06s: 47.4 | 
Denver, Colo. pick 448 
Des Moines, Iowa... 508 
EOGEPOIL, BAICR, 2.56% 41.3 
Duluth, Minn. 55 0 
Elizabeth, N. J 38.4 | 
El Paso, Tex 27.8 
Erie, Pa. 48.6 | 
Evansville, Ind. 47.4 
Fall River, Mass. 26.6 
Flint, Mich. . ee 59.8 
Fort Wayne, Ind. . 58.0 
Fort Worth, Tex. 44.4 
Gary, Ind. , a 39.7 
Grand Rapids, Mich.. 59 6 
Hartford, Conn. 21.9 
Houston, Tex ‘ 38.8 
Indianapolis, Ind. 41.6) 
Jacksonville, Fla 32 
Jersey City, N. J 23.9 
Kansas City, Kan 54.¢ 
Kansas City, Mo 39.0 
Knoxville, Tenn 40.6 
Long Beach, Calif 32.2 
Los Angeles, Calif 36.7 | 
Louisville, Ky. 41.1 
Lowell, Mass. 36.6 
Lynn, Mass 35.5 
Memphis, Tenn 36.6 | 
Miami, Fla. ; 32.6 
Milwaukee, Wis ‘ 42.3 
Minneapolis, Minn.... 46.4 
Nashville, Tenn. 37.5 
Newark, N. J 25.4 
New Bedford, Mass 33.9 
New Haven, Conn 30.8 
New Orleans, La.. 27.3 
New York, N. Y 20.2 | 
Norfolk, Va. 32.9 
Oakland, Calif 48.6 
Oklahoma City, Okla 37.6 
Omaha, Neb er 51.1 | 
Paterson, N. Je 35.7 
Peoria, Ill 495 
Philadelphia, Pa 50.7 
Pittsburgh, Pa. 40.2 
Portland, Ore 54.0 
Providence, R. I 32.2 
Reading. Pa. ... 595 
Richmond, Va : 331 
Rochester, N. Y. 51.8 | 
St. Louis, Mo 31.3 
St. Paul, Minn 50.7 
Salt Lake City, Utah 49> 
San Antonio, Tex 42.3 
San Diego, Calif 47.4 
San Francisco, Calif.. 31.9 | 
Scranton, Pa. ...... $4.1 
Seattle, Wash 49.9 
; Somerville, Mass 32.8 
South Bend, Ind 58.7 
Spokane, Wash 57.4 | 
Springfield, Mass. 34.8 
Syracuse, N. Y 45.0 
Tacoma, Wash 60.6 
Tampa, Fla. 35.6 
Toledo, Ohio 50.1 | 
Trenton, N. J 53.6 
Tulsa, Okla 37.5 
Utica, N. Y. 43.4} 
Washington, D. C 37.6 
Wichita, Kan 47.2 
Wilmington, Del. 45.2 
Worcester, Mass 34.6 
Yonkers, N. Y 31.6 
| Youngstown, Ohio 51.7 


NEW YORK CITY—School teachers 
were found to be the best credit risk 
and chain store managers second best 
in regard to the regularity or prompt- 
ness with which they may be expected 
to pay their bills, according to figures 
compiled as the result of three surveys 
reported in the Credit Herald, and 
analysed by Dorrance, Sullivan & Co., 
Inc., advertising agents. 

An average percentage of numerical 
rating was established by these surveys 
for each of 35 occupations. Each person 
in the survey was thoroughly investi- 
gated, and was given a credit rating of 
good, fair, or poor. Those with a good 
rating were allowed 100 points; those 
with a fair rating 60 points; and those 
with a poor rating, 20 points. 

School teachers were found to have 
the highest percentage, 89.3; while chain 
store managers followed closely with a 
rating of 89.0. 

Regularity of employment and of pay- 
ment probably has much to do with the 
leadership of these two groups, states 
the report, and also accounts for the 
fact that painters and decorators, whose 
employment is extremely irregular, 
made the poorest showing of any of the 


School Teachers Are Best Credit Risks; 
Chain Store Managers Are Next 


— ~ 


groups studied, with a percentage rating 
of 30.5. 

Many interesting comparisons may be 
made in the accompanying chart. Fac- 
tory workers rank ahead of college stu- 
dents, but the college students in turn 
have a slight edge on janitors and auto- 
mobile mechanics. 

In general, professional occupations | 
rank well: doctors, dentists, and lawyers 
all rank in the upper half of the list. 
Farmers who own their own farms are 
twelfth in order, while tenant farmers 
are in seventh place from the bottom. 

Retail grocers are a better risk than 
retailers in general, with ratings of 87.1 
and 81.6 respectively. Male factory 
workers are a 3.3 per cent better risk 
than female factory workers. 

Office employes ranked in third place 
behind school teachers and chain store 
managers with a rating of 88.1. Restau- 
rant employes, although having a con-| 
siderable better rating than the painters 
and decorators, were second from the 
bottom, and barbers were third from 
the end, just behind common laborers. 

The following table gives the number 
of ratings received, and the percentage 


rating for each of the 35 occupations. 
a * * 


Number of Ratings Received Percentage 
Occupation Good Pair Poor Total Rating 
i oc 5k Gotdeeteseetaecens 114 37 2 152 83.3 
Cees PR SUMOTD ooo coi ces cccvecvece 95 24 5 124* 89.0 
SG ives b vekscwis bared ebisees 108 46 ite 154 88.1 
Retail Grocers, personal accounts ........ 100 45 1 146 87.1 
AAS RRP esar err tire pee 98 44 6 148 84.9 
TERE RUOMIIOUE. ccbiiceccec cnc ceeeses cave 91 42 6 139 84.5 
CE Bea Vad Awe ea 6 48 0656805 8 95 49 6 150 83.7 
pe ere re 72 46 5 123 81.8 
Retail Sales speople FEOISRCLTE Tie eo DA 79 64 1 144 81.7 
Other Retailers (other than grocers) 
personal accounts Sk ceuaeenan 69 56 1 126 81.6 
POPE Ga ine asso ss 0bkas 81 49 15 145 78.2 
Farmers (owners) .............:.ss000000- 61 64 13 138 73.9 | 
| uP) ORE ere rer ra ies 59 58 36 153 66.0 
Traveling EMR ae oul gdp de nnd 45 74 30 149 64.0 
PECL We OPMOTe: “TOO sa cicscvccccvesvcns 19 27 14 60* 63.3 
| Factory Workers, women Lay TE 4 32 9 50* 60.0 
| Factory Workers. men and women........ 23 54 9 86x 66.5 
Factory Workers, combined or average for 
all factory WOrkKeTrs ........cccccsvces Ky ‘ 63.9 
Railroad Track Workers .............+... 18 17 14 49* 63.9 
Firemen and Policemen ................ 45 68 37 150 62.1 
Railroad Trackwalkers ................. 7 31 6 44** 60.9 
Filling Station Employes ................ 9 33 9 51° €0.0 
College Students ........... 18 66 19 103 59 6 
Automobile Mechanics 21 91 32 144 56.9 
pea 24 75 38 137 55 9 
PICK PROBONG 2.005 cs scececes 26 67 45 138 54.5 
BPUROEIG. MRE VENIED. Scns cic srinccvecetsene 26 77 48 151 54.2 
oo, errr OE re 14 83 §1 148 50.0 
Hotel Employes PE Tee ENTE Toe 12 73 50 135 48.8 
| ee 6 23 24 54 46.4 
Farmers (tenants) ......... : 16 63 67 146 46.1 
Truck (and bus) Drivers ..... ij 69 63 139 43.9 
AUTOMIODNS BRIGHTON 6 cciccccccssccsccscce 5 71 69 145 42.3 
SORINON EMDOTOTS oo ccsccccccvces 5 62 68 135 41.3 
, SER eee 15 49 85 149 41.2 
Restaurant Employes ghar howe ane DERTCRA EES 6 49 85 140 7.4 
Painters and Decorators ............ ae 6 27 115 148 30.5 
*Included in only two of the three surveys; x one survey grouped men and women 
| factory employes together; **included in only one survey. 
E t of Refri t 
September, 1932, Shipments Reported by the Bureau of Foreign 
and Domestic Commerce, Washington, D. C. 
Electric Commercial arts | 
Electric Household Refrigerators i tet | 
Refrigerators Up tol Ton Refrigerators | 
Number Value Number Value Value | 
OT! ie ‘ee ‘ , 19 | 
Belgium boas 20 $ 1,850 38 $ 4,388 5,258 
Czechoslovakia ~ 3 206 "994 
DORMAFE ....... 33 1,867 2,703 
Finland ........ s a 90 
|France ...........e ce eeeeeeeeees 146 11,958 61 7,627 13.558 | 
Germany Stink hase Bak ates 4 209 1 115 2,272 | 
Irish Free State ............... 1 58 8 826 "B85 
Italy ; i ee ee 12 1,278 2 912 93 
Netherlands .............. 36 2,784 26 3,394 2,114 
OT! aa sevesvense 4 232 1 90 670 | 
POTUIeel 2.65. eee 10 1,458 3 625 445 
Rumania ... Lee * ; 2 1909 23 
Spain ‘Feb esavesaeer 27 3,518 15 1,864 2.095 
¢ | Sweden 2 49 1,135 
| Switzerlan et eh ee 2 s 83: ) 435 
| Albania 1 “ ve 
| United Kingdom 77 24 1,103 4,497 
| Yugoslavia Bae 1 142 91 
>| Canada : ea ‘ 29 59 7.174 9 Be 
| Costa Rica Sy ee ee 3 1 ‘6 won 
|} Guatemala TT P 2 ; 19 
Hionduras 17 , 
Nicaragua Loreceenient. 1 43 
}Panama . : ree 19 6 1,653 23 
Salvador . ‘ ee 1 = 
Mexico 63 4 
Newfoundland and Labr: idor 3 ie 
Bermudas : . 15 5( 
| Barbados VAS WewALb eS 3 13 
| Jamaica ...... 22 1 381 14 
Cuba ; 36 3 363 
| Dominican Republic |... 19 "40% 
Netherland West Indies 16 31 
Haiti, Republic of 5 0s 
| Virgin Is nada of U.S 2 E 
Argentina ........... 151 15 1,83 : 
"ieee 168 3 "451 "405 
ice gis : 1 ‘ 
| ¢ ymbia ; 10 542 2 
Ecuador Lststebeehasiseead 1 . 8 = 
Britis GUIABK oo ossc secs scceecs eee eee : 
Peru : : 8 R85 
Ee rugus ne cuni'ciee 681 
GCMOZUGCIB ..ccccsess 25 2.670 8 y 5 
Aden : sees ; — a8 
British India ....... ‘ 109 12,684 2.187 7 
| British Malaya ........ ; a _— aad 
Ceylon ... pevewecs i 78 { 119 494 
“hina 62 8.081 9 1.070 24¢ 
Net! erl: nd East Indies 73 9,371 14 3 581 36 
Hong Kong 9 738 1 155 35 
Japa h eas 12 1,044 6 1,072 1,018 
P stine 7 646 2 1,123 238 
Phili ppine | Islands |. .! 11 4,808 19 2'235 762 
Siam ... ss 7 792 5 578 ae: 
Syria : nevaws 1 eT: 
Australia ... R ; 15 1,014 aH 1.083 
| British Oceania . 1 495 sr 
| New Zealand . 1 130 P 4 
| — ' ast Africa edn 3 474 461 
|} Union of South Africa 681 74,73 56 586 
} Ot _ British South Africa 2 137 a a 5.506 
Gold Coast . 10 092 ¢ 110 
se | eerie ébhedxae sc " Pee 1” 
| Egypt ‘ 6 776 104 
4 Aue ‘ria and Tunisia . 22 1,525 1,02 
| Msg adagasc ae »enec ® 1 150 ater 
Other French Africa 18 
| Morocco ‘ : . 11 090 , y 349 | 
| Mozambique 4 a ' ora “7 
Other Spanish Afric ca 1 68 
Total. 2,076 , 7 1,001 __ 
Shipments to Hawaii 211 $73 ro % H gs $ 7aeae| 3 
| Porto Rico 91 $ 11,567 14 $ 2,211 $ 1169 


Populz AP PPICER GPORHOS. «6s nese 


Builders’ 


| Farm 


| Seeds, 


2|/apartment hotel in this city, 


DEPARTMENT STOR 
REPORT APPLIAN 
TURNOVER OF 2 


NEW YORK CITY—Electric 
ances have a 2.6 per cent turn 
stock per year in department st 
the $2,000,000 to $5,000,000 volum 
according to figures compiled 
Controllers’ Congress of the N 
Retail Dry Goods Association. 

Radios, 


talking machines, r- cords 


have a 3.5 per cent turnover. P pular. 


priced dresses are the fastest-: ovin 


item in department stores of this class 


with candy, a close second, accor: ing 
the report. 

Figures for 35 departments : re 
follows: 


Department Por Year 


PES EES nee reer 1 


Juniors’ and misses’ coats and suits 


EP reer eee eee ee eee 97 


Women’s dresses ........-.0sseeees BE 
Juniors’ and misses’ dresses ........ 66 


Hosiery 
Sports wear, sweaters, knit apparel 
POCLICORtS ONG GOO 2c cc ccescsecenes 


Small leather goods ............... 45 
POOR WONE, BOOTEE osaacdetersaccncnss 43 


eer ere eee 
Toilet articles, one sundries...... 
Silk and muslin underwear ........ 
Domestics, muslins, sheetings ..... 
Negligees 
Handkerchiefs 


Radios, talking machines, records e 35 


Men's furnishings ST eee 
Umbrellas, parasols, canes .......... 
Blankets and comfortables ......... 
rere t ere 
Linens 
Men's clothin 
Electrical appliances ............... 
Lamps and shades ..... - 
Miscellaneous home ware . 


| Furniture (inc. mattresses, springs). 
5 | Silverware : 


Domestic floorcoverings 
Draperies, curtains, upholstery 
Sporting goods, cameras 
Luggage 
China and glassware ............... 
Oriental rugs ; 
SOU) MGi BLOTS oo cccccccccss 
Total Basement 
Total Store 


APPLIANCES ARE 9% r 
HARDWARE CHAIN SALES 


WASHINGTON, 


D. C.—Electrical and 


gas appliances and supplies and plum} 
ing equipment account for 9.09 per cent 


of the net sales of the average har |iwar 


chain store, according to the Census 
Distribution report. 

Builders’ hardware, shelf ha: 
and tools brought in nearly a tl} 


the business of the chain store, -tates 


the report. 


Tractors and automobile acces-ories 


were the second most 
gory, with 11.88 per cent of sale 


important cate 


paints and varnishes were in third plac 


with 10.54 per cent of sales. 


The percentage of net sales of each 


commodity group was found to 


follows: 
Per Cent 


Commodit Ne: Sale 


hardware, shelf hardware 


tools 


| Tractors and automobile accessories. 


Paints and varnishes eee re 
Electrical and gas applianc es and 
supplies and plumbing pee nt 


Silverware, utensils, and croc kery. 
Miscellaneous merchandise 

Sporting goods, toys, 
Building 


sulbs, and nursery stock. 


APARTMENT HOTEL ORD°R 


PHILADELPHIA—The Embas 
has 
an order for 145 General Electric 
erators with Judson C. Burns, lo« 
tributor of Monitor Tops and G 
Electric home appliances. 


Arti Cc 


REG US PRT OFF. 


(R&H Methyl Chlorid 
THE IDEAL 
REFRIGERANT . 


TABLE, non-corrosive, easily 
handled and hich in operation 
efficiency, ARTIC proves the 
ideal refrigerant for all types of 
modern refrigeration equipment. 


Write us for further information 
about its properties and various 
applications. 


THE 
ROESSLER & HASSLACHE ° 
CHEMICAL COMPANY 
Incorporated 
Empire State Building 
350 Fifth Ave. New York, N.Y. | 
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BUYER’S GUIDE 


Manufacturers Specializing in Service 
to the Refrigeration Industry 
SPECIAL ADVERTISING RATE (this column only)—$12.00 per space. 


Payment is required monthly in advance to obtain this special low rate. 
Minimum Contract for this column—13 insertions in consecutive issues. 
All advertisements set in uniform style of type with standard border. 
Halftone engravings of 100-line screen, either outline or square finish. 
No reverse cuts or heavy black effects. No charge for composition. 


“4 NEW FIN COIL 
by PEERLESS 


Vedge-locked and edge-locked aluminum fins on 


inned copper tubing for methyl chloride, sulphur 
lioxide, F-12, ete..—aluminum tubing for ammonia. 


.bsolute Metal to Metal Contact. 
Superior Coil in which Soldered Return Bends have 
een eliminated. 
riced to meet 1932 conditions. 
Wire for Catalog. 


, rite- 


VEERLESS ICE MACHINE CO., 515 W. 35th St., Chicago, IIL. 


EXPANSION VALVE 

(Pat. No. 1870090, Others Pending) 
For use with Methyl Chloride 
and Sulphur Dioxide 
The perfect thermostatic valve. The con- 
trol always resides in the bulb due to the 
patented Peerless warming method. The 
PEERLESS will eliminate your expansion 
valve troubles. 


List Price, $13.50. Write for bulletin. 
PEERLESS ICE MACHINE CO., 515 W. 35th St., Chicago, Hl. 


The PEERLESS THERMAL | 


Completely assembled and individu- 
ally bagged. Ready for shipment in 
your refrigerator. Write for com- 


plete list of standard sizes and prices. 


YOOSIER LAMP & STAMPING CO 


Y, EVANSVILLE, IND. 


We will make it for you! 


We are perfectly equipped for quantity produc- 
tion of light or heavy mechanical parts or units. 
and rapid delivery. 


Precision manufacture 


Unusually moderate charges. 


Indian Motocycle Co. 


Springfield, Massachusetts 


REFRIGERATION SUPPLIES 
We carry a complete stock of 
EVERYTHING IN REFRIGERATION 
including 
United Wire & Supply Corporation’s 
Dehydrated, Deoxidized Copper Tubing 


VIELCHTOR, ARMSTRONG, DESSAU 


116 Broad St.. New York 523 Arch St., Philadelphia 


CO. 


Do You Want Something Else to Sell? 


lome owners are inereasingly conscious of the advantages of 
lean. fresh air in kitehen, bath and other rooms of the house. 
here is a big market for MOTOVENT, the electric home venti- 
beautiful in appearance 


itor. Fits any window — easy to install 


Attractive margins 


Models to retail at 29.50 to 49.50 
details. 


to distributors and dealers. Write for full 


VO T O VE N T 


RED’K N. ROsS, Inc. 1010 Beaubien St., Detroit 


YOUR ADVERTISEMENT 


in this Buyer’s Guide Column will be seen by distributors, dealers 


refrigerator manufacturers throughout the entire world. 


SPECIAL LOW RATES 


make it easy to keep industry buyers constantly informed of your 
products and service. 


and 


Electric Refrigeration News 
550 Maccabees Bldg. Detroit, Mich. 


| 
| 


REQUESTS FOR 
INFORMATION 


Please refer to the 1932 Refrigeration 
Directory and Market Data Book for 
a complete list of all manufacturers of 
refrigeration equipment, parts, mate- 
rials, supplies, and accessories; also for 
all available statistical data on 
of refrigeration equipment, distribution 
methods, ete. 

New edition with October Supplement 
(paper covers) is now available at $1.00 
per copy. 

Advertisers will be given preference 
in published answers to requests for 
buyer's guide service, but a complete 
list of all known suppliers will be 
mailed if stamped, self-addressed en- 
velope is enclosed with inquiry. 

Readers who can be of assistance 
in furnishing correct answers to in- 
quiries, or who can supply additional 
information, are invited to address 
Electric Refrigeration News, mention- 
ing query number. 


sales 


Egg Racks 
No. 990 (Manufacturer, In- 
“Kindly advise where refriger- 
ator egg trays may be obtained. I refer 
to a product similar to the egg trays 
some Majestic dealers are giving away 
with their refrigerators. It is fastened 


Query 


diana) 


to the side of the refrigerator.” 
Answer—Peerless Wire Goods Co., 


Lafayette, Ind. 


Leonard’s New Defrosting Switch 
Query No. 991 


the “Steady-Kold Defroster” 


|used on the new Leonard electric refrig- 


vania)—‘“Kinkly advise us where we can 
secure sanitary counter brackets for 
}commercial refrigerators, and also 
|where to buy elastic cement or soft 
lrubber for sealing glas in display 
cases.” 

Answer—-For counter brackets or shelf 
supports, communicate with Kason 


erator. This device makes it possible to 
maintain ice-keeping and food-preserv- 
ing temperatures while the process of 
defrosting is going on.” 

Answer—A description of this control 
appears in the Oct. 12 issue of ELectric 
REFRIGERATION News. For additional in- 
formation, communicate with Leonard 
Refrigerator Co., 14250 Plymouth Road, 
Detroit, or the Automatic Reclosing Cir 
cuit Breaker Co., 1304 Indianola Ave., 
Columbus, Ohio 


Holmes Refrigerant 


Query No 992 (Service company, 
Ohio)—“‘Can you tell us what kind of 
gas is used in the Holmes electric re 
frigerator?” 

Answer—Ethyl chloride 


Counter Brackets 


Query No. 993 (Manufacturer, Pennsyl 


Hardware Co., 61 Navy St., Brooklyn 
Manufacturers of asphalt emulsions for 
sealing purposes are listed on page 197 
of the REFRIGERATION DIRECTORY 


Sales Figures 
Query No. 994 (Manufacturer, Ohio) 
“In the 1932 REFRIGERATION DiRecToryY and 
Market Data Book figures re 
garding the number of domestic refrig 


are some 


erators sold 

“We find nothing, however, showing 
the sale of units by individual com- 
panies. Please advise where we may 
ascertain the quantities of household re 
frigerators which were sold by each 
company during the past year.’ 

Answer—-All available tatistic for 
1932 on sales and stocks are published in 
the revised edition of the REFRIGERATION 
Directory which is just off the pres 
This book does not, however, zive salt 
of individual companie Most manu 
facturers do not release their individua 


iles figure ind up to the present time 
there has been a decided opp ym to 
uggestions that this information should 
be made publi 

Figure for companie hold mem 
bership in tne Nat nal Electri Man 
ufacturers Association (Nema) are col 
lected by the itistical department of 
the association We have collected 
figure lirectly from the other com 
panies, but the information ha heen 
iven to us with the distinct understand 
ing that individual figures will be kept 
ibsolutely confidential 


Performance Standards 


Query No, 995 (Finance company) 
We are extending considerable assist 
ance to refrigerator dealers in financing 
their sales on a time basis. However 
there have been so many new refriger 


ators put on the market lately that we 
have found it necessary to check up on 
who the manufacturer is, the reliability 
of the product, and whether the respon- 
sibility of the manufacturer is such that 
we can expect them to stay in business, 
and continue to render not only service 
but other assistance on the machines 
made by them 

“We 
book some 
great deal 
to various 


that you issued a 
which contains a 
of valuable information as 
refrigerator manufacturers, 
trade names, and the reliability of the 
product itself. If will you kindly 
send us a copy, with bill to cover 

“At the can you tell us 
how to get as to how good 
an electric refrigerator is? By this we 
mean whether or not it will perform 
satisfactorily over a period of say two 
years, whether it is of sturdy construc- 


understand 


time ago 


50 


Same time, 
some idea 


| tion, and whether the electric apparatus 


| (Nema) 
| standard, but has not yet made any re- | 


| editorialized 


| obstacles to the 


“We will appreciate it | scale 
if you will give us some information re- | P©nGen 


| garding 


is of sufficiently high quality to insure 
good performance over the period in 


| question.” 


Answer-——The REFRIGERATION DIRECTORY 
and Market Data Book contains a 120- 
page supplement prepared in October 
which includes specifications of all 
models of electric refrigerators made by 
48 different companies. This data will 
partially answer your questions. 

What you are really seeking, however, | 
is a “standard of performance” regard- 
ing which there has been much recent 
discussion. An engineering committee 
of the Refrigeration Division, National 
Electrical Manufacturers Association 
has been working on such a 


port public. 

No doubt you have noted that we have 
on the need for such a 
standard. Harvey Lindsay, president of | 
Dry-Zero Corp., has been actively pro- | 
moting interest in the subject of per- | 
formance standards, and a number of | 
other influences are at work. 

There are, of course, some definite | 
acceptance of a _ per- 
formance standard. Manufacturers who 
might be presumed to be keenly in- 
terested in a plan of this kind, are in- 
clined to oppose it, and there is a gen- 
eral tendency on the part of all manu- 
facturers to avoid a “show-down” which 
could be capitalized upon in national 
and local advertising 


| So far, results of tests made by in- 
| diviauai laboratories have been kept 
|confidential. It may be necessary for 


you to employ the services of an inde- 
testing concern to give you 
unbiased information regarding the 
merits of equipment. 


40,000 PERSONS ATTEND 
EXHIBITION IN CALIFORNIA 


SACRAMENTO, Calif. More 
10,000 people visited the annual refrig- 
eration exhibit and cooking school held 
at the California State Fair here, under 
the auspices of the Northern California 
Electric Refrigeration Bureau. 

The display occupied a large section 
of the Sacramento Retail Grocers’ Food 
Show tent on the main entrance road of 
the fair. Nine distributors took part in 
the show, including the following: Ma- 
jestic, Norge, Westinghouse, General 
Electric, Kelvinator, Leonard, Servel, 
Frigidaire, and Mayflower 

Seventeen were closed at the 
exhibit, and a list of 443 prospects was 
obtained. The Pacific Gas & Electric 
Co. contributed cooperative advertising 
tying in the nine distributors, which was 
placed in 30 newspapers in Sacramento 
and other valley towns. With this con- 
tribution defraying the 
expense, the total cost to 
was than $1,000 

Refrigeration and 
were held daily from 2 to 
and from 8 to 9:30 o’clock 


sales 


the 
less 


cooking 


In addition 


to the demonstrator and assistant who 
were present at all sessions, two special 
classes were given by Jane Friendly, 
home economist of the San Francisco 


Chronicle, and Prudence Penny of the 
San Francisco Evraminer : 

On the stage, four refrigerators were 
used during the first part of the week, 
and tive during the latter part, thus giv- 
ing representation to each of the nine | 


participating distributors 


than | 


major item of | 
bureau | 


schools | 


3:30 o'clock, | 


THE CONDENSER 


PAYMENT IN ADVANCE is required 
for advertising in this column. The 
following rates apply: 

POSITIONS WANTED—Fifty words 
or less, one insertion $2.00, additional 
words four cents each. Three inser- 
tions $5.00, additional words ten cents 
each. ALL, OTHER CLASSIFICATIONS 
—Fifty words or less, one insertion 
$3.00, additional words six cents each. 
Three insertions $8.00, additional words 
sixteen cents each. 

REPLIES to advertisements with box 
numbers should be addressed to the 
box number in care of Electric Refrig- 
eration News, 550 Maccabees Building, 
Detroit. Mich. 


POSITIONS WANTED 
YOUNG MAN, American, married, age 30, 
now in charge of engineering and technical 
departments of ene of the largest distribu- 
tors of ice-making and refrigerating ma- 


ehinery (household and commercial) in South 


America desires other position. Has had 13 
years experience designing, selling and 
erecting ammonia, methyl chloride and sul- 
phur dioxide installations. Box 521. 


EQUIPMENT FOR SALE 


REFRIGERATION EQUIPMENT, HIGH 
SIDES AND COMPRESSORS. Complete 
high sides for household refrigeration $24.50. 
We can furnish you with piston or well 
known rotary type either for sulphur or 
methyl, completely assembled; motor, com- 
pressor and condenser on metal base. The 
component parts of these units are manu- 
factured in nationally known plants and as- 
sembled by us. We issue no catalogue, but 
will gladly furnish any information desired. 
Electric Refrigeration Sales, 6228 Cass Ave., 
Detroit, Mich. 


Opportunity 
For Sales 
Promotion Man 
The 


technical 


man we want must have sound 


knowledge of commercial 


refrigeration and be able to plan effee- 


tive sales promotion in this field. He 
must have broad knowledge of the 
industry and show background of 


success. Good copywriting ability es- 
sential. Splendid opportunities with a 
leader in eleetrie refrigeration indus- 
try for the man employed. Answer 
with full) details. Members of 


organization know about this ad. 


Address Box 524 


Electric Refrigeration News 


GIBSON MAN ADDRESSES 
ROTARY CLUB 


GREENVILLE, Mich.—The Rotary 
Club of this city recently invited Wil- 
liam J. Browne of the sales department 
of Gibson Electric Refrigerator Corp. to 
address its members on the subject of 
electric refrigeration, 

Mr. Browne used cutaway models of 
the Gibson unit and illustrated his talk 
by actual demonstrations, explaining 
briefly and in terms the layman could 
understand the basic principles of 
frigeration 


re- 
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